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Not a Newspaper in the 
United States Published This 


Mr. President, I doubt if there is a despotism on the earth to-day that 
holds any single man in its dominion, with the same power over the business 
of its citizens, as the United States vest in the Postmaster-General of this 
country. He can close any man’s business by simply saying that in his opinion 
it is fraudulently conducted. A clerk, upon an insufficient examination, can 
order aman’s mail discontinued, interrupt the current of his correspondence, 
destroy his standing in the business community, and the citizen is absolute 
without access to the courts to right the wrong. His business can be y serene 
his reputation can be ruined, his profits can be diverted to his competitors ; and 
jo he is powerless to appeal, except to the same officer under whose order he 
ias suffered this great wrong. 

Now, undoubtedly it is true that the Government of the United States 
ought not to allow its service to be employed by scoundrels and cheats, but this 
way of lodging in the hands of one man the power to destroy the business of 
many men is un-American. You deny the men whose business is thus assailed 
resort to the courts of this country. If you take his horse, even for a public 
purpose, without making him just compensation, he can call you to the bar of 
justice ; but a single individual, responsible to nobody but his own conscience, 
can destroy a man’s business, injure or ruin his good name, and drive him into 
poverty and disgrace, from a business that he has built up by his industry and 
sagacity, leaving him without a remedy in the courts. Thus it is that bureau 
after bureau is built up, and we vest them with such extraordinary power, until 
the American Republic will become a bureaucracy instead of a democracy—a 
government in which the bureaus and not the people rule. 


The above from speech of Senator Bailey, delivered February 21, 
1906, taken from page 2817 of Congressional Record. Read it care- 
fully. It did not appear ina SINGLE NEWSPAPER in the United 
States, 








We have published a ** scoop” on the daily papers 
of New York, Chicago, Washington, and others. The 
‘“scoop”’ contains News from Washington, outlining 
bills introduced in Congress, by five different Congress- 
men, purposing changes in ‘our postal laws—News 
every business man is interested in—but News that 
the daily papers ‘cannot afford to print.” 

A request with stamp will bring you a copy of 
the ** scoop.” 


Address, EpirorraL Dep’. 
THE LEWIS PUBLISHING CO., 
University Heights, St. Louis, Mo. 
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MEDICAL BRIEF ADVERTISERS 


declare that its world-wide circu- 
lation—built on merit-—makes it 


THE BEST BY ANY TEST 
TO REACH FAMILY DOCTORS 


cra exo onan cove. Cares meando 


— ZZ. ” evan Homanl Ge 
“mange” 


‘awe D unm mane’ 


m8 Om ure cust o 
*GeOOV GAAAED PRON STEER HEARTY LIVER OR OEEYYROVOLE. 


Hncheslor Dern: Deo. 13, 1904. 


‘The Medical Brief, 
Wew York City, 
Gentlemen: 

When we began business, one of the first contracts we 
made was for space in the Brief. Prom that time to the present, : 
we have never had any cause to be €issatisfied with same, and our 
unbroken business relations, testifies in the etrongest possible 
way, that we believe, yes know, the Medical Brief, hes been a good 
“business getter® for us. 

Wiehing you a long life of success, #e are, 


Yours very truly, 
The anasay: in 1,Co., 
Per, 
Séo'y. 


THE MEDICAL BRIEF 


is read monthly by more 


FAMILY DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


MEDICAL BRIEF ADVERTISERS 


are the best witnesses of 
this and tell their own story. 
‘Verdict of Advertisers,’’ Sample copy and 
rates for the asking. 
ASI 
OFFICES; 


9th and Olive Streets, St. Louis, Mo. Astor Court Building, New York. 


Auckland House, Basinghall Avenue, London, E, C., England. 
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PART STORE, PART EXPO- 
SITION. 


SOME OF THE UNIQUE RETAILING 
FEATURES OF THE FINLEY ACKER 
CO..S NEW “QUALITY SHOP” IN 
PHILADELPHIA — SELLING ONLY 
THE DAINTY, SHOWY AND PROFIT- 
ABLE GOODS OF A BIG GROCERY 
BUSINESS, IT IS REALLY THE 
SHOW WINDOW FOR A MAIN 
PLANT FILLING THREE SIX-STORY 
BUILDINGS — SOMETHING ABOUT 
THE ADVERTISING AND THE MAIL 
TRADE, 


The Finley Acker Co. has been 
a power in the Philadelphia gro- 
cery trade nearly twenty-five 
years, Finley Acker himself start- 
ed that long ago with a small shop 
and three employees. A year ago 
he had built up a (business in gro- 
ceries, confectionery, teas, coffees, 
delicatessen, etc., that fills three 
six-story buildings at Eighth, 
Cherry and Appletree streets—the 
“main plant”—with a salesroom in 
the Reading Railroad terminal, a 
branch on the board walk at At- 
lantic City, a fruit-preserving 
plant and a great fireproof stable 
to house the equipment that is 
used in delivering goods within 
the suburban limits of the town. 
This business is largest of its kind 
in the Quaker City. The company 
manufactures preserves, makes 
candy and ransacks the world for 
the super-excellent and odd in 
foods and dainties. It claims to 
sell more confectionery than any 
four stores in the world under one 
management, ships goods to every 
part of the United States, and has 
a force of five hundred people in 
the busiest times of the year. Its 
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mail trade in particular is so 
large that a weekly periodical of 
store news is necessary to sup- 
plement its 96-page catalogue. 
About eighteen months ago, one 
Sunday morning, Finley Acker, 
head of the company, stopped at 
Chestnut and 12th streets and 
looked into the great store that 
had lately been vacated by the 
Bailey, Banks & Biddle jewelry 
business—a place running back a 
full block without a partition, 
and its ceiling fully two stories 
from the floor. Mr. Acker got to 
speculating on how he would fill 
such a store with his own goods, 
then began drawing plans, and fi- 
nally leased the place. His idea 
was to turn it into a shop that 
would handle the daintier and 
more profitable goods of the main 
plant, supporting itself on its sales, 
and also serve as a Chestnut street 
store for the entire business, where 
people could not only order, but 
also sample. With the attractive- 
ness of goods as displayed at 
great expositions in mind, he set 
to work to transform the store 
into a permanent exposition. The 
alterations necessary were very 
extensive. The huge bare interior 
was first divided into spaces for the 
various departments, and then each 


-space treated by itself, so that the 


whole, when finished, would be a 
long series of booths, with beauti- 
ful fittings on every hand. Beauty 
was first in mind, the object being 
to attract people by what there 
was to see and sample, letting the 
sales take care of themselves. A 
soda fountain, a fruit store, a 
flower booth, a perfumery depart- 
ment, a delicatessen, cigar shop, 
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candy booth, coffee, tea and cho- 
colate departments—these were 
installed on the floor. Above, a 
large balcony was run around the 
place, with a grand staircase lead- 
ing to it, and here were establish- 


Mr. 
ed three cafés where visitors could 
come and order a meal of Acker 


goods. There is a Parisian café 
for women, chiefly, with an Eng- 
lish inn, and a men’s Dutch kitch- 
en, the latter part restaurant and 


part lunch-counter for those in a 
hurry. 

It cost a tidy sum to fit up this 
place. “But the difference in cost 
between fitting up an establish- 
ment in good taste and fitting it 








FINLEY ACKER. 
up in the ordinary conventional 


manner is not very great if you 
know how,” is Mr. Acker’s view; 
“the cost of fittings need not be 
considered if sufficient business is 
done, while another way of look- 
(Continued on page 6.) 
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REGs U, Ss PAT. OFF. 


FOUNDED A. D. 1728 


The 750,000 each week circulation of the 
SaTurDAY Eveninc Post—the largest weekly 
circulation in America—is in itself a tremendous 
advantage to the advertiser. It eliminates dupli- 
cation, and it insures a more even distribution 
than would be possible with a lot of small pub- 
lications, even if they collectively equaled the 
circulation. As a matter of fact the rate, too, is 
cheaper than any such collection of smaller pub- 
lications which could approximate the Post’s 
quality. 

The mere appearance of an advertisement in 
such a publication as ours guarantees it a certain 
respect. Our readers know that our space is 
valuable. ‘This advertiser must have faith in 
his proposition to use the SarurpDAY EveENING 
Post,” say they. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 





NEW YORK CHICAGO BOSTON BUFFALO 
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ing at it is that annual interest 
and depreciation on a beautiful in- 
terior represents less cost than 
what would be required for exten- 
sive advertising to bolster up an 
unattractive establishment.” With 
the least bulky, the most attrac- 
tive and most profitable goods on 
view and sale here, the result has 
been also to practically transfer the 
whole stock of the main plant to 
Philadelphia’s fashionable shopping 
street, for any bulky article such 
as flour, sugar, etc., can be order- 
ed there, while no costly store 
space is necessary for display, 
storage ‘or handling. Thus the 
Chestnut street store not only 


serves as a huge show window for 
the main business, but is all show 


window, as it were—an exposition, 
an advertisement. 

It is quite natural that so radi- 
cal an idea in retailing should 
need systematic advertising. Ina 
year Mr. Acker has made his place 
as well known as any of the big 
department stores by the use of a 
moderate amount of newspaper 
space. 

“When the question of adver- 
tising came wp,” he said, “we 
found it impossible to take large 
spaces in all the papers on account 
of the cost. There was the alter- 
native of taking a large space in 
a few papers or small spaces in 
all. Philadelphia had six morn- 
ing papers then, with two evening 





ROUND LUNCH COUNTERS, EACH SERVED BY ONE WAITRESS FROM CENTER. 


papers. It seemed to us wisest to 
trust to the two latter, which must 
cover the town as well for our 
purposes as three times as many 
morning papers. After some ex- 
periment with advertising we have 
finally put all our newspaper ap- 
propriation into one paper, the 
Bulletin, where we have a large 
advertisement daily. But ‘in the 
other papers we run small notices 
of a few lines each calling atten- 
tion to our large ad. 

“Tt took some time to evolve the 
right sort of copy. At first in 
preparing it—for I write the copy 
myself—there was a decided error 
in making our ads too dignified, 
too nice, too deferential. I didn’t 
go to the point on any article of 








merchandise, didn’t offer any in- 
ducement for people to come in. 
We talked about our _ beautiful 
store and our complete lines of 
goods—gave plenty of regular 
prices and described plenty of ar- 
ticles in an appetizing way. Peo- 
ple read the ads and spoke of 
them as bright, clever, entertain- 
ing and all that, and they really 
had a selling quality. But # 
wasn’t the selling quality of to-day 
—now—this morning, before you 
forget! Readers said to then- 
selves, in effect, ‘Yes, there’s that 
Acker Quality Shop—fine place— 
fine goods—I must go in there 
some day.’ But there was nothing 
to bring them in that day, Later, 
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with experience and experiment, I 
found out what was the matter, 
and introduced into the ads daily 
one special article at a special price. 
Upon this feature depends the 
whole interest of our advertising, 
I think. The special price is a 
puller, but it doesn’t do to adver- 
tise any old article at a cut price. 
Your specialty must also be time- 
ly. On Saturday it ought to be 
a dainty for Sunday’s dinner, and 
in the three days before Wash- 
ington’s birthday or St. Valen- 
tine’s day something appropriate 
as a gift or favor. It is quite easy 


to interest people in advertising— 
too easy, in fact. But you have 
also got to interest them in some- 
thing they want. Holidays are an 
important factor in our advertis- 
ing. People are very susceptible 
to them, and respond readily to 
Suggestion, and like to make a 
little extra expenditure on account 
of them provided an advertiser 
shows them something suitable. A 
good article to feature is one, 
usually, that has elements of time- 
liness, I recall a good illustration 
of this in a department store’s ex- 
perience. A line of Christmas 





MAIN STAIRWAY AND TEA PAGODA, 


slippers had sold readily before 
the holidays at regular prices, but 
was so large that a considerable 
stock remained the day after the 
holidays. To close them out a 
special price of fifty cents a pair 
was made and a very large adver- 
tisement placed in the daily pa- 
pers. But sales were only a dozen 
pairs. The public didn’t want 
Christmas slippers till next Christ- 
mas, 

“In another direction we made 
what was perhaps an error in 
getting too many people into the 
store. Some of our competitors 












were advertising cut prices on 
Uneeda ginger wafers, selling for 
four cents, three and a half cents, 
and so forth. - We became inter- 
ested and went in too. As we 
never like to go into anything in 
a half-hearted way we made the 
price one cent a box for a day only. 
More than 4,000 boxes were sold. 
The loss on them was about $80, 
not costly for an advertisement. 
But I was convinced that this 
sort of advertising does not build 
permanent prestige for a_ store 
that preaches quality. Bargain ad- 
vertising doesn’t attract cheap ~ 
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people, necessarily. I would un- 
dertake to get 25,000 people in our 
place with a two-line advertise- 
ment in one newspaper. It could 
be done by offering ten pounds 
of sugar for ten cents. And when 
the wreckage was swept up next 
morning you'd probably find many 
pieces of sealskin scattered among 
the scraps of calico. But. bargain 
advertising for a quality business 
tends to cheapen you ‘in the eyes 
of the public and leads people to 
discount what you have to say 
about goods sold at regular prices, 
So we have to be careful what we 
use for a daily feature. An ex- 
cellent feature is one like our 
twenty-cent bottle of perfume of- 
fered at ten cents. This has 
brought in nearly 1,500 people on 
a Monday who remembered a Sat- 
urday advertisement of it in one 
paper. 

“Still another interesting experi- 
ment in our newspaper advertising 
was an attempt to distribute mail 
order catalogues through the pa- 
pers. We offered two pounds of 
coffee for the price of one to 
everyone who would send for the 
catalogue. The proportion of re- 
plies was very small and unsat- 
isfactory—not worth the space 
taken. The trouble lay not in the 
fact that people didn’t want the 
book, but was due to disinclina- 
tion to write for it. We do dis- 
tribute hundreds of catalogues to 
new customers, but wholly through 
direct personal letters mailed to 
lists of select names. In each let- 
ter goes an application for the 
book, printed on a mailing card, 
and on the mailing card is a 
stamp. Only the name and ad- 
dress are needed. This works so 
well that from 2,000 names we can 
get as many as 500 requests. 
“Groceries are difficult to adver- 
tise, anyway. There isn’t any- 
thing new to say about them, and 
people don’t give them much 
thought except when ordering. 
Indeed, the thought of groceries 
is apt to be distasteful to the 
woman who orders. The final re- 
sults of our advertising are not 
evident in the store at all, but out 
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on the routes covered by solicitors 
and delivery wagons. When we 
go for orders then the cumulative 
effect becomes real and evident— 
a vital asset.” 

At every counter and booth in 
this unusual store there are little 
piles of samples, with invitations 
to taste, try, put into your pocket, 
and clerks to serve you if you 
miss the signs. The old joke 
about people who live on the free 
samples of the department stores 
readily comes to mind. But it has 
no more basis than the plumber 
joke, probably. 

“How much stuff does the pub- 
lic carry off every day?” was 
asked. 

“Very little,’ said Mr. Acker. 
“A bon-bon, for instance, may be 
one-thirtieth of a pound or less. 
Often the taste of a sample leads 
to a sale. Compared with sales 
the proportion of goods given 
away as samples is ‘insignificant. 
What ‘if people do come and 
sample without buying? They 
will have to be persons with 
marked powers of self-denial if 
they don’t acquire a taste for 
something here that will bring 
them back. Nothing advertises 
like the goods themselves. This 
whole shop is ‘based on the adver- 
tising power of the sample.” 

Booths for the display and sale 
of coffee, teas, chocolate, etc., are 
designed with reference to the ar- 
chitecture of the countries produc- 
ing these commodities. Other 
goods are displayed on tables, 
particularly canned and preserved 
delicacies. At opposite sides of 
such tables are two chairs. A 
salesman sits in one and the cus- 
tomer in the other, inspecting, 
sampling and ordering at her ease. 
Upstairs in the men’s Dutch 
kitchen are tiny circular lunch 
counters instead of the long 
monotonous row so familiar as the 
type of that questionable conven- 
ience. Inside these small round 
counters, which will accommodate 
a half-dozen men in a hurry, stand 
a waitress to serve them. AS 
each man patron of the cafés pays 
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his check he is given a paper en- Women may receive a bunch of 
velope with a cigar for himself violets or a daffodil. Meet women 
and as many men as may be with wearing ‘the same flower on Chest- 
him. Some days this js a five-cent nut street around noon and it is 


THE CHOCOLATE BOOTH. 


cigar, other days a ten-center. On 
the envelope is its name, with the 
Price per hundred, the price each, 
the quantity in boxes and so forth, 


easy to infer that they have been 
lunching at Acker’s Quality Shop. 
Most Philadelphians do infer. Or 
the women’s souvenir for the day 
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Sat., Fancy California Oranges 20c Doz. 





SPECIAL shipment of large, delicious, juicy oranges, 
from Arlington Heights, Riverside District, California. 


But there are only about one thousand dozen. 


SATURDAY—20e DOZEN AT THE THREE STORES 


UB growing Fruit trade required the opening of a sup- 
plementery Fruit Department in the Sansom St. end 
of the Quality Shop. 

Tt has quite a tropical appearance. 
Have you seen it? 


Fancy Fresh Fruits and Specialties 


Florida Grape Fruit, 





Pink Almeria Grapes.... Lb. 25c 
Imported Hot House Grapes 
Lb. $1.50 
Fresh Strawbervies 
Box 25¢ and 75c 


Each 10c; Doz. $1.00 
Florida Grape Fruit, 

Each 15c; Doz. $1.75 
Florida Grape Fruit, 


‘ 
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Each 18c; Doz. $2.00 
Fresh Mushrooms Lb, 75c 
Fresh Hot House Tomatoes Lb. 50c 
Fresh Cucumbers....... Each 20c 


Florida Pineapples 
Tangerines Doz. 35c and 50c 
Choice Pears. .......+... Doz. 75c 


Sat., Junior Vanilla Wafers, 10c Box 5e 


ELIGHTFUL Vanilla Wafers—Smaller and daintier than 
the ordinary. 
Regular 35¢c Lb. 
Saturday—10c Trial Box 5c. 


Saturday—Pansies 10c— Violets 5c 


ILIES of the Valley 50c Dozen; Enchantress and Lawson 
Carnations 50c Dozen; Daffodils 75c. Dozen; Chatney 
Roses $2.00 Dozen; American Beauties $3.00 Dozen. 


“80—39=41 Saved” 


Finley Acker .Co. 


Acker Quality. Shop | Terminal Store “Old Homestead” 
Chestnut and 12th Market and 12th Eighth above Arch 






































may be a packet of bon-bons. A the business man who has to 
ten-cent cigar with a thirty-cent stand it. But these are other ways 


lunch might look unprofitable to of sampling. 
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“Besides,” says Mr. Acker, “I 
am partial to those things that 
will establish good fellowship.” 

The Acker mail-order catalogue 
is a remarkable volume in which 
the art of tempting the appetite by 
printed words and pictures has 
been developed to a surprising de- 
gree. It epitomizes the Quality 
Shop method. All the staples are 
there, listed, priced and indexed, 
but subdued. Throughout’ the 
whole book the eye is attracted by 
specialties in biscuits, confection- 
ery, temperance beverages (the 
store sells no intoxicants of any 
kind), buns, cakes, breads, pies, 
fruits, etc, most of which are not 
‘only described, but also shown in 
small half-tones. There are recipes 
for making coffee, tea, chocolate, 
bread, etc., with a running fire of 
expert gossip on coffee quality, 
blending, roasting and similar 
matters. Tihe book is also highly 
commendable for its arrangement. 
There is no crowding of items. 
Everything has a chance to be 
seen. Paper and the general feel- 
ing of the catalogue are agreeable. 
No woman, probably, can go 
through it ordering staples without 
also selecting specialties, and 
that’s the trick, 

This catalogue is published at no 
stated periods, but new editions 
are got out when enough price 
changes make it necessary. It is 
not a cheap book, and could not 
be published too often. But those 
who receive a copy are put on the 
mailing list of a four-page weekly 
catalogue called Acker’s Weckly, 
which corrects prices and offers 
seasonable foods and delicacies, 
gifts and novelties each week. 

The Acker newspaper advertise- 
ments are noteworthy for their 
fine open display and harmony of 
general ensemble. The letter in 
which they are set, known as 
“Pabst,” was specially chosen for 
them by Mr. Acker because of the 
size of the capitals. Few capital 
letters are used in his announce- 
ments, for he knows that people 
do not read capitals naturally. 
But where the capitals of ordinary 
type are one-third larger than the 


I! 


lower-case, the capitals of “Pabst” 
are half as large. As a conse- 
quence, a line of “Pabst” lower- 
case has half as much white space 
again as a line of ordinary dis- 
play type, and the advertisements, 
while not unduly leaded, appear 
white and are easy to read. 
—__+ o> —____ 

THE trains of the Southern Pacific 
are over five hours in passing through 
Siskiyou, the northermost county of 
California. The Chamber of Commerce 
at Yreka is arranging for a series of 
signs along the railroad to inform the 
traveling public about the county that 
produces over $1,000,000 in gold every 
year, not to mention lumber and other 
products.—Mertz’s Magazine, 

—~9~—_—_. 

TueERE is no difficulty in the world 
that cannot be overcome by the man 
who hustles.—Chinese Proverb. 


> 





Taking into consider- 
ation the number of 
copies sold, the char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postaye and electros. 


Actual average circulation 149,281. 


Rate, 35 cents. 
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TRADE PAPER ADVER- 
TISING. 
By Converse D. Marsh. 


It is easy enough for anyone to 
record the fact that trade paper ad- 
vertising has made material ad- 
vances during the past ten years, 
and has made specially marked 
improvement during the past five 
years, 

I do not believe that, notwith- 
standing all that has been done, a 
tithe of what is possible has been 
accomplished. 

House organs flourish; special 
methods of advertising have in- 
creased appropriations to the detri- 
ment of the trade press, and back 
of all this, the large manufacturers 
throughout the country—capital- 
ists who control—give scant at- 
tention to the question of trade 
paper advertising, and _ secretly 
have little respect for it, nor do 
these prime factors in the adver- 
tising appropriations believe that 
their interests can be materially 
advanced by liberal publicity in 
the chosen organs of their trade. 

The impulse of every large pub- 
lisher will be to rise up and dis- 
pute this statement, but if he does 
so, let our friend, the disputant, 
review the fact that trade paper 
advertising expenditures by our 
large manufacturers are but min- 
ute, fractional portions of the to- 
tal sum expended for selling the 
factories’ products. 

In several instances of which I 
have knowledge, the large manu- 
facturing corporations spend, for 
advertising appropriations, less 
than one-tenth of one per cent of 
their gross sales! 

Large fortunes are being made 
by publishers in the field of gen- 
eral publicity, while comparative- 
ly small ones are earned by pub- 
lishers in the specialized or trade 
journal field. 

The makers of the popular 
magazines can complacently cross 

, their legs, and say that this is not 
only as it should be, but that it 
is inevitable, while, on the other 
hand, trade paper publishers do 
not seem to have had the spirit 
to make matters better for them- 
selves. They, too, believe that the 
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comparatively small position that 
they occupy is a reasonable one. 

Things are not reasonable, 
merely because they exist, 

The complacency of the big 
brother may be all right, but I do 
not believe the acquiescence of his 
financially lesser kindred is, 

A little seething unrest should 
stir the gentle soul of the trade- 
paper owner. 

Why should the monthly, or 
weekly, created to amuse people, 
be a wonderful money maker 
while mainly it advertises cheap, 
inconsequential things, while the 
trade paper, the serious exponent 
of heavy financial interests, is rel- 
egated to an obscure corner in’ 
the congregation of publications? 

The popular magazine reaches 
hundreds of thousands where the 
trade paper reaches tens of thou- 
sands, but the goods offered for 
sale, and really sold, through the 
influence exerted by many trade 
papers, largely exceeds the vol- 
ume of trade sold through the in- 
fluence of the prominent, popular 
magazines. 

If Postum Post was at the head 
of some great steel company, 
wouldn’t we see the fur fly in the 
advertising he did, say in the Jron 
Age or the Engineering Record? 

If the General Electric Com- 
pany was owned by the Uneeda 
Biscuit crowd, what a serious fac- 
tor advertising in the Electrical 
World would become. 

In the steel and iron business 
of this country I venture to say 
that the proportion spent in ad- 
vertising to influence sales would 
be but an infinitesimal part of one 
per cent of the amount of the 
sales, 

Without the means of breaking 
into the archives of the gentle- 
man who is swaying American 
breakfast destinies from the mag- 
ical precincts of Battle Creek, | 
do not think I will be gainsaid in 
my estimate that nearly one-half 
of his total revenue is expended 
for publicity. 

The sales of the General Elec- 
“tric, Westinghouse, and the Allis- 
Chalmers interests alone, in the 
electrical world, must in combina 
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tion represent over one hundred 
millions of dollars per annum. 

I wonder, if the gentlemen con. 
trolling these electrical giants 
combined, are spending the insig- 
nificant sum of fifty thousand 
dollars per year with the trade 
papers? 

The advertising revenue of such 
a representative magazine as Mc- 
Clurc’s must be tremendously 
greater than that of any trade pa- 
per. The difference is obvious, 

Can the trade papers, represent- 
ing such important and mighty 
interests, find adequate excuse for 
their backward showing when a 
representative magazine is paid so 
many more dollars for publicity 
during the same period? 

And all this, in spite of the fact 
of the incomparably larger field 
that the trade paper might justly 
claim for its own. 

Can it be that the seller of 
trifles, logically should spend hun. 
dreds of thousands of dollars, 
whereas, the really large business 
interests, having a much wider 
field, think they have exhausted 


the possibilities when they have 
expended a few pitiful thousands? 

Does the reason for this lay 
accusingly at the door of either ;‘ 


the trade paper publisher, or his 
customer, or should the burden of 
accusation be shared impartially 
by both. Somebody has got to 
shoulder it. 

To my mind, neither the pub- 
lisher, or his advertiser, have yet 
grasped the latent opportunities 
that exist in trade paper public- 
ity. It is the duty of the publish- 
er to show these possibilities to 
the manufacturer if the latter 
cannot spare the time to study 
them himself, 

In some lines, one single trade 
publication reaches practically 
every buyer in the field—every 
man who can influence an order— 
and yet the advertiser with mil- 
lions of dollars of possible sales, 
is content to merely play with the 
trade paper advertising proposi- 
tion. 

What likewise shall be said of 
the lack of advertising by the 
thousands of smaller manufactur- 
ers of machinery who could be 
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benefited even more than the few 
large manufacturers by a greater 
amount of, and more intelligent, 
publicity? 

Speaking broadly, I don’t be- 
lieve that the presidents and 
board of directors: of our aver- 
age manufacturing corporations, 
give five minutes’ heed a year to 
trade papers, or what the trade 
papers can do for them. They are 
content to spend a few thousand 
dollars in advertising account, 
and let it go at that. They 
show that they have no respect for 
their publicity departments, be- 
cause the salaries of the managers 
of such departments are invari- 
ably the lowest paid heads by 
many thousands of dollars of any 
departments maintained, and the 
advertising counselor is indeed a 
rara avis. 

They think enough in other di- 
rections about making sales, but 
no single force in the trade paper 
field has yet grappled with them, 
struck them squarely between the 
eyes, and made them sit up and 
take notice that a great force was 
at their door—a wonderful force 
and factor that could be utilized 
in increasing their sales. Because 
in the multitude of their duties 
the heads of manufacturing or- 
ganizations omit any considera- 
tion of advertising, will the pub- 
lishers of the trade press be con- 
tent to maintain the position al- 
lotted them? 

Let the trade paper brother 
gird up his loins, and himself 
carry the war into Africa, if I 
may be allowed to so quickly shift 
my suggestion. 

In plain, practical, every-day 
English, I would say that it is up 
to the trade paper publisher to 
himself devise selling plans 
through publicity, and bring them 
to the attention of his customers, 
big and little. 

Then, too, let him make his 
reading columns more attractive 
to the real people who buy the kind 
of goods that his advertisers have 
to sell. This makes an abrupt 
termination but it contains enough 
of thought to induce me to cease 
writing, 
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THE MARCH MAGAZINES. 


Houghton, Mifflin & Co. have 
issued a fine portrait catalogue of 
the books published by their house 
which is virtually a catalogue of 
American literature. <A brief his- 
tory of the house is given, and also 
of the Atlantic Monthly, While 
this magazine was founded in 
1857, it has been owned by the 
present publishers only since 1873. 
Houghton, Mifflin & Co. began 
business in 1864, ‘and for fourteen 
years, from 1864 to 1878, had their 
headquarters in New York City. 
In 1878 a union was made with 
the Boston firm of James R. Os- 
good & Co., successors to the fam- 
ous Ticknor & Fields, thus ac- 
quiring the books of Emerson, 
Longfellow, Holmes, Lowell, 
Thoreau, Whittier, Hawthorne, 
etc. During its first year of busi- 
ness this house established a peri- 
odical known as the Riverside 
Magazine, of the highest literary 
excellence, but short-lived. — Its 
predecessors, too, had other peri- 
odicals that’ are not remembered 
now, one of which was Every 
Saturday, a weekly made up of 
excerpts from the English maga- 
zines. Arrangements have lately 
been made whereby the old house 
of Archibald Constable & Co., the 
London publishers, will landle 
the English edition of the Aflantic 
Monthly, together with the 
Houghton-Mifflin books, 

* 


* * 


The first issue of Mr. Munsey’s 
new Scrap Book has a number of 
old favorites from dead-and-gone 
publications, but arranged ‘with 
an eye to “news interest. The 
name has character that could be 
utilized to great advantage in de- 
sign, lay-out, advertising, etc., as 
well as contents. One of the most 
interesting magazines ever made 
in this country was Current Lit- 
erature in the early days when it 
was edited by George W. Cable. 
A department of verse called 
“Treasure Trove” carried out the 
scrap book idea to perfection, and 
the whole had a character that 
gave it direct appeal to the best 
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Yet it 
Munsey 
that he knows his own public, and 


part of the reading public. 
might be said for Mr. 





ADVERTISING IN LEADING +> pieaata 
MAGAZINES FOR MARCH 
(Exclusive of Publishers’ own advertising— 
asterisks [*] indicate magazines that state their 
advertising space is sold only for cash.) 
~~ Ag. Lines 











PEOROF MOUS.) s6cicciedonss 234 47,474 
ree 187 42,088 
Review of Reviews...+++» 144 32,216 
SEverybody’s ..cccscooceece 143 32,150 
Munsey’s......... 142 31,864 
System (Feb.).... 130 29,232 
*Country Life in ‘America 
oS Beer ee 156 =. 26,910 
*Ladies’ Home Journal ; 

re a ae 134 26 800 
Harper’s Monthly......... 112 25,112 
Cosmopolitan..... aéueown - wee 24,964 

MDD 5 cS isNbicne-oaanene 110 24,752 
gg 110 24,708 

*Delineator (cols. We sos. BOO 22,740 
Sunset (Feb.)........006 109 22,400 
American Illustrated Maga- 

Ct kialsne 4 apets one 96 21,504 
Good. Housekeeping...... go 20,234 
National Magazine ....... 78 17,472 
Out West (Feb. Disa as macs 78 17,472 
Business Man’s Magazine 

(Feb.)..ccccecs feeeeeass 97 17,304 
World’s Work.. 75 17,002 
Normal Instructor (cols) .. 98 16,670 

*Four-Track News........ 73 16,352 
Success (0018.)...-.5....0¢ gf 16,340 
Woman’s Home Com- 

DARION (OOUB,) .002sss0008 81 16,256 
WONG TO-DAY. ..sc000.5. 68 15,400 
Outing Magazine......... 68 15,301 
Garden Magazine (cols). . 105 15,200 

*Designer _— Disc ¥osenen 102 13,692 
Ainslee’s. 61 13,664 
Metropolitan 60 13,440 
Red Book 60 13,440 
Ladies’ World (cols.) ..... 67 13,416 

*New Idea Woman’s Maga- 

ZINC (COMS.)...cccccsececes 98 13,222 

PEATSON'B. 2.0005. cccovee 58 12,992 

*Woman’s Magazine (cols.) 70 12,140 
Harper’s Bazaar.......... 51 11,536 

= _ World Maga- 
La hbbew oh saeeenes - 50 11,396 

‘Senadaaane (cols a) cecene 56 11,212 
ON ren ae 50 11,200 
Men and Women (Feb. 

oe Te re 52 10,499 
Argosy Ses iaw eae Kone 46 10,304 
LADIES 6 sive sn snesesas 44 9,958 
Outdoor Life (Feb.)....... 43 9.568 
All-Story Magazine...... 42 9,408 
Appleton’s Booklovers 

agazine 42 9,408 
Serana ....00000 i . ae 9,240 
Overland Monthly (Feb 41 9,184 
Atlantic Monthly......... 4t 9,184 
Suburban Life (cols.) .... 51 8,676 
Etude (Feb. cols.)........ 43 7,229 
Theatre (cols.)......c.000% 4! 7,018 
House Beautiful (Feb. 

BOND) gehen 6s viv'ecceses 48 6,949 
Recreation (Feb.)......... 29 +700 
Farming (cols.)..... eee 45 6,560 
Gunter’s Magazine ....... 23 5,320 
Popular Magazine........ 23 5 264 
Scrap Book........ccceee 20 4,480 
SS eee . 9 4,424 
Smith’s Magazine ....... 18 4,032 
Twentieth Century (cols. : 22 3,554 

oe 12 2,688 
Philistine (Feb.).......... 23 1,410 














ADVERTISING IN LEADING WEEKLY 
MAGAZINES POR FEBRUARY 
(Exclusive of Publishers’ own sdvertising— 

asterisks [*] indicate magazines that state 

their advertising space is sold only for cash.) 


Week ending February 3: 
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Cols. Ag. Lines 

*Life......ccccccccccsccces 65 9,130 
Independent ipages) ices 38 8,512 

*Saturday Evening Post... 44 7,622 
COMET Sion sses 5 s0s scenes 38 7,258 
Literary Digest.......... 49 6,993 
i SA errr 41 6,405 
CUUPONIMADS, 50:50:90 44010000 $3 5,412 

*Christian Herald......... 24 4,202 

*Scientific American...... 21 4,197 
TOwD TOPICS, o:0.060. 00900 25 4,159 
Outlook (pages).....+.... 17 39949 

*Public Opinion. . ....... 28 3,920 

*Associated need Maga- 

MOD: cacsunsause eve Saucy 3,885 
Leslie’s Weekly....see00. 15 3,146 
Harper’s Weekly. huwipieaies 13 2,107 
Illustrated Outdoor News 11 1,997 

Week ending February 10: 

*Saturday Evening Post... 51 8,673 
Collier’s 7,410 
WORMS vs ks a:ans9s 10's nna 3 5,936 

*Associated Sunday Mage- 

WG agauesiaktesess™ + 29 5,401 
Independent (pages)...... 24 5,378 
Literary Digest.......... 36 5,227 

*Christian Herald........ 29 4,994 
Outlook (pages).......... 22 4,764 

*Scientific American...... 20 3,965 
CHGROMINAI 5's 6se'6's o0:s:0'0 23 3,816 
Illustrated Outdoor News 19 3,304 
TOWN LOPICE .<<60<05:600 19 3,256 

RR eee 22 3,073 

*Public Opinion..... 20 2,940 
Leslie’s Weekly. . 14 2,859 
Harper’s Weekly 15 2,554 

Week ending February 17: 
OOMNGY Sos cic cnstedteiess oi 5r 9.720 

*Saturday Evening Post .. 42 7,140 
Literary Digest ......... «44 6,238 
PLIES is nico Suwabieid cine ns 40 5,622 

*Associated Sunday Maga- 

errr er 2 55155 
Independent (pages)...... 19 4,256 
Churchman. . ...s+e0+.. 26 4,209 
DOWD TODICS osccss0s 00 25 4,132 
WORRS SG  gucaee par nesxaee 26 ,07T 

*Scientific American ...... 20 3,960 

*Christian Herald........ 22 3,867 
Outlook (pages) .........+ 16 35734 
Leslie’s Weekly.......... 18 3,617 

*Pubiic Opinion........... 25 35590 
Harper’s Weekly......... 12 2,066 
Illustrated Outdoor News 12 ,030 

Week ending February 24: 
WR ci ciskie:ssnvinew seas vi 260 40,608 
Outlook (pages)... .. 72 16,240 

*Saturday Evening Post... 62 10,635 
NOGUNET Oiinceadasasides oars 5t 9,690 
Literary Digest.......... 44 6,335 
Independent (pages)..... 24 5,370 

*Scientific American,..... 22 4,512 
Leslie’s Weekly.......... 25 4,269 

*Associated Sunday mil 

PMID a Nysed@ dian siesices “22 3,968 

*Christian Herald. 21 3,086 

*Public Opinion,...5.0. 5+. 25 35573 
Churchman,.....00.++ « « 20 3,316 
Town Topics.. 19 3,262 

WN sacs die kkea'aw'sies os 19 2,745 
Harper’s : Weekly baa wneces 14 2,365 
Illustrated Guilece News 11 1937 

Totals for February : 
Vogue ..... deveuveeiwe eee 57,020 
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Ag. Lines 
COM Bis secvencaees: avs 34,078 
*Saturday Evening Post... 34,070 
CHEINIS ic kin ceo cestiiernse 28,687 
Literary Digest.......... 245793 
TNGSPONOEIE viericcrccccices 23,520 
WEMORE was aiindau wcieeedaicaing 20,570 
*Associated Sunday Maga- 
BIDOS coe eciccccemocciewns 18, 
Churchman ,...... oun 
*Christian Herald. auine 16,749 
*Scientific American...... 16,634 
TOWR TOGICS: ..6<ciseees 14,809 
*Public Opinion......... ” 14,023 
Leslie’s Weekly........ 13,891 
Illustrated Outdoor News 9,178 
Harper’s Weekly......... 9,092 





the public he knows jis not the one 

that took a few thousand copies 

of Current Literature when it was 

yourg. The Scrap Book’s adver- 

tising, rate for the present is $200 

a page, $1 a line. 
* * * 

With all our big circulations 
and popular monthlies and week- 
lies, we are the merest amateurs 
in magazine publishing compared 
with the three leading magazine 
publishers of London. Sir Alfred 
Harmsworth, who has just decid- 
ed to take the title of Baron 
Northcliffe, is the largest share- 
holder in the Associated Newspa- 
pers, Ltd, and Amalgamated 
Press, Ltd., and besides the Lon- 
don Evening News, Daily Mail, 
Observer, Daily Mirror (a 
woman’s newspaper), the London 
Weekly Dispatch, the Glasgow 
Daily Record, Leeds Mercury, 
Manchester Courier, etc., owns a 
list of magazines comprising Van- 
ity Fair, London Magazine, The 
World and His Wife, Connoisseur, 
Sale Prices, Harmsworth Encyclo- 
pedia, Harmsworth Self-Educator, 
Answers, Comic Cuts, Home Chat, 
Home Companion, Horner’s 
Stories, Boys’ Friend, §oman’s 
World, Marvel Library, Hearts- 
case Library, Girls’ Friend, But- 
terfly, Handy Library, Sunday 
Circle, Horner's Weekly, Country 
Side, Sunday Stories, Chips, For- 
get-Me-Not, Horner’s Pocket Li- 
brary, Boys’ Herald, Union Jack, 
Sunday. Companion, "Home Circle, 
Golden Stories, Penny Pictorial 
Magazine, Puck, Jester, Pluck Li- 
brary, ‘Boys’ Realm, ete. His list 
includes everything from art and 
literary reviews to dime-novels. 
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Sir George Newnes, another titled 
publisher, has the Strand, Grand 
Magazine, Wide World Magazine, 
Sunday Strand, Woman's Life, 
Country Life, Captain, Ladies’ 
Field, Tit-Bits, G. B. Fry’s Maga- 
gine, The King, etc., and has just 
established the Magazine of Fine 
Arts, a review that will rank with 
the choicest periodicals in an ex- 
clusive field. More than any 
other British publisher he has 
succeeded in entering the Ameri- 
can field. Mr. Pearson hasn't 
been knighted yet, but doubtless 
will be. He is already a peer 
among publishers, owning the 
London Daily Standard, London 
Evening Standard, Daily Express, 
Birmingham Gazette and Ex- 
press, Birmingham Despatch, Bir- 
mingham Weekly Mercury, Bir- 
mingham Sports Argus, Leicester 
Evening News, Newcastle-on- 
Tyne North Mail, and a chain of 
magazines that includes Pearson’ s, 
M. A. P., Home Notes, Smith’s 
Weekly, Rapid Review, Royal, 
Pearson’s Weekly, Big Budget 
and the Novel Magazine. The 
distinctive thing about these three 
publishers is that they seem to oc- 
cupy the whole publishing field— 


boys’ and. girls’ publications, 
women’s magazines, sporting pa- 
pers, literary reviews, comic 


weeklies, providing magazines for 
all classes and prices. On_ this 
side the water, while sone pub- 
lishers have made notable suc- 
cesses in special fields, hardly any 
have attempted to go outside the 
class or territory where their suc- 
cess was made. 


MAGAZINE NOTES. 


Pearson’s has established a bureau of 
travel to back up hotel and transporta- 
tion advertising. 


Scribner’s is to have a new twelve- 
story building at 311-319 West 43d 
street, costing $300,000. 


The Twentieth Century has dropped 
the word “Home” from its title, and 
ncw has a name that is not only strong, 
Lut one to live up to. 


The price of Recreation has been 
raised to fifteen cents, and the yearly 
subscription rate also goes up to $1.50 
immediately. Suburban Life will be 
fifteen cents, too, in April. 
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Joe M. 


) publisher of the 
National Magazine, is in Mexico for 
his publication. 


Chapple, 


The Metropolitan Magazine has en- 
tered on a subscription campaign which 
will involve the use of over 1,250,000 
lines of advertising in daily papers. 


Harper’s Chicago office is now in 
charge of Frank B. Sniffen, formerly 
on the New York staff of that house, 
He succecds John Finucan, 


A fire in the Parker Building, 225 
Fourth avenue, New York, on February 
5, caused damage to the editorial rooms 
of Judge and the retail department of 
Collier’s. 

Success now appears on newsstands 
much earlier than formerly, about the 
18th of the month. Advertising copy 
must consequently be in by the 25th 
at the latest. 


Charles Dwyer, who has been editor 
of the Delineator for more than twenty 
years, has resigned that post owing to 
a difference of opinion regarding edi- 
torial policy. 


Pittsburg, imitating Chicago, is to 
have a magazine treating of her in- 
dustries and advantages as a market. 
Chas. E. Wigginton will be editor, and 
Industrial Magazine the title. 


A libel suit has been brought against 
McClure’s by Andrew L. Smith, of 
Pennsylvania, on account of revelations 
of college athletics graft made in that 
magazine. No damages are named. 


Vim and Health, two New York 
monthlies whose purpose is denoted by 
their names, have been consolidated. It 
is not stated whether vim has been put 
into Health or health into Vim. But 
they seem to go well together. 


Health-Culture, New York, a maga- 
zine of practical hygiene edited by W. 
R. C. Latson, M. D., states that its 
present edition is guaranteed to be not 
less than 15,000 copies monthly, with 
a rate of $30 per page. 


The ‘Colgate interests recently offered 
to purchase the back pages of the But- 
terick Trio, it is said, making a con- 
tract for three years. The Butterick 
people refused to tie the pages up to 
a single contract for so long a time. 


Mrs. Harriet E. Fayes, a_ fashion 
editor of the Dry Goods Economist, has 
assumed the editorship of a new quar- 
terly the Ladies’ Home Journal Style 
Book, which will be issued in the in- 
terest of Ladies’ Home Journal pat- 
terns. 


“Mr. Barnes of New York” was one 
of Archibald Clavering Gunter’s most 
famous characters. He now announces 
that “‘Mr. Barnes of New York” will 
have charge of the advertising depart- 
ment of Gunter’s Magazine—or, in his 
proper person, C. Bull, formerly of 
Everybody’s. 










ho pet wee bel cn 
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March Everybody’s has an article on 
the late Marshall Field that is worth 
reading for its light on retail policy. 


“Defects in the Postal System” is an 
interesting series of articles by Henry 
A. Castle, former auditor of the Post- 
office Department, running in Harper’s 
Weekly. They are sane and based on 
experience. 


The New England Magazine, Boston, 
will soon be 150 years old, dating from 
August, 1758, when it was established 
at the Hub by Benjamin Mocom. A 
booklet issued by the present publishers 
gives quaint extracts from early num- 
bers. 


Toronto’s society magazine, Saturday 
Night, has been sold by its founder, 
E. E. Sheppard, to H. Gagnier, a 
Toronto publisher well-known in the 
trade paper field. Every Saturday 
brought $50,000, and will retain its 
former editorial character. 


Gilder, editor of 
the Century, has just celebrated his 
sixty-second birthday. He has been im 
his present position since the magazine 
took its name in 1881, and was before 
that the editor for ten years of the old 
Scribner’s, on which the Century was 
founded. 


Magazines and other publications are 
closely examined in the Pittsburg public 
libraries for pictures that will interest 
children, says the Fourth Estate. Such 
illustrations are mounted on _ heavy 
steel-gray paper and displayed on bul- 
letin boards in the rooms used by 
young readers. 


Richard Watson 


No magazine excels the Delineator in 
the beauty of its 1906 covers. In 
color, design and—what is most im- 
portant—newsstand effect, they are of 
high merit. Guernsey Moore, who has 
drawn the whole series used so far, 
was formerly art editor of the Satur- 
day Evening Post. 


M. A. P. in America is the name of 
a slim new monthly seen on the news- 
stands. A Yankee adaptation of the 
British M. A. P. (mainly about people), 
it is published at 41 Union Square by 
Edwin Wildman, a former correspond- 
ent of Leslic’s Weekly. It seems to 
fill no long-felt want. 


One of the daily features of the Lon- 
don Times, and a good one, is the 
scrap of news from that paper 100 
years ago. Leslie’s Weekly has adopted 
the idea since its fiftieth anniversary, 
and prints weekly illustrations half a 
century old, with echoes of the setae 
news events of its first year. 


The Colliers state that their recent 
litigation with Colonel Mann, publisher 
of Town Topics, cost them $75,000, but 
that they consider the money well-spent 
and mean to follow up their lead by 
attacks on certain unnamed publications 
that are said to exist by a combination 
of society news and blackmail. 
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The April issue ef the Garden Maga- 
zine will be a special double number, 
selling at twenty-five cents. Spring 
planting is the subject. Judging from 
the quantity of advertising carried by 
this one-year-old in March the April 
issue will rank with the leading month- 
lies of standard size, 


The Cosmopolitan has started two 
fashion departments in its advertising 
section, one for men and the other for 
women. Munsey’s begins several new 
departments in the advertising section, 
too. There are signs that tne solid ad- 
vertising in standard-size magazines is 
to be broken up with reading. 

To back up the lavish advertising of 


the Southern Pacific, all of which 
hinges on the road’s magazine, Sunset, 


the latter has issued one of the most 
elaborate and artistic of books. ‘The 
Road of a Thousand Wonders,” con- 


taining seventy-two pages of colored il- 
lustrations of the Southern Pacific’s 
territory. 


Writing of Nome and the residents 
of Alaska, in the Illustrated Outdoor 
News, W. H. Feeney states that the 
mail-order trade there is extensive in 
proportion to population. ‘People wear 
the best that can be ordered by mail 
from the stores of ’Frisco and Seattle; 
there is little shoddy worn in a coun- 
try where a dollar is like the two-bit 
piece in San Francisco.” 


The Illustrated Outdoor News will 
raise its advertising rates this month. 
Evidently the recent change of name, 
with the substitution of ‘‘outdoor” for 
“sporting,” has brought this weekly 
more readers. Its publisher states that 
it has many readers in the army, navy 
and national guard, especially in the 
East. The Illustrated Outdoor News 
will soon be three years old. 


It is a good many months since 
Everybody’s has had a cover so ap- 
propriate and striking as that on the 
March issue. Readers of PrInTERS’ INK 
will note its resemblance to the familiar 
picture, “In Philadelphia Nearly 
Everybody Reads the Bulletin,” com- 
posed for the Philadelphia Bulletin by, 
the Ireland agency, of that city. But 


the idea is older than the Bulletin’s 
picture, and ‘belongs particularly to 
Everybody’s 


Large inset advertisements in maga- 
zines are often offensively ugly. Ad- 
vertisers spend money on color plates, 
but not design, and on paper, but not 
good presswork. The recent four-page 
inset in the Butterick Trio, advertising 
ready-cut clothes, was an example of a 
poor inset, and in the March issues of 
the Delineator, Designer and New Idea 
Magazine is an example of a good one 
—the Pond’s Extract Soap advertising, 
which is confined to type, one color and 
a tint. It is one of the best things of 
its sort, -typographically, that has ever 
appeared in the magazines, 
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Three short, vigorous papers on the 
parcels post question, originally pub- 
lished in the Philistine, have been 
printed in a pamphlet by the Roycroft 
Shop, and are sold for distribution to 
anyone who wants to take up a cudgel 
for this convenience. The distributor’s 
own ad will be printed on the cover 
in thousand lots. 


In an article on immigration, in the 
March Technical World, is given con- 
siderable information about the _ rail- 
roads’ efforts to divert emigrants to 
the new country in the West and 
Southwest, as well as their work 
abroad. Broughton Brandenburg, an 
authority on immigration, finds that 
this sort of promotion work is not con- 
ducted along the best lines. 


Joseph Knapp and others interested 
in the American Lithographic Co., New 
York, are said to be in possession of 
the Crowell Publishing Co., Spring- 
field, O., publishers of the Woman’s 
Home Companion. The business was 
recently incorporated in New Jersey 
with capital stock of $1,750,000. John 
Howley, for the past five years one of 
the staff of the Presbrey agency, New 
York, has been made business manager 
of the Woman’s Home Companion, 
moving to Springfield. 


Everybody’s has prepared a leaflct 
and a pamphlet, ‘How to Advertise in 
a Small Way,” to be used in promoting 
the use of its want ads.- Its contents 
are also printed in Everybody's, Print- 
ERS’ INK, System, Bookkeeper, Techni- 
cal World, Square Deal, Judicious Ad- 
vertising, Profitable Advertising and 
Mertz’s Magazine. During the month 
of March this leaflet will also be ad- 
vertised in newspapers throughout the 
country to feed the magazine’s growing 
want ad pages. Ten pages of classified 
were printed this month. 


The National Magazine for February 
gave a fine lesson in the art of turning 
a brickbat into a bouquet. The New 
York Evening Post devoted one of its 
most erudite and pleasantly sarcastic 
editorials to Mr. Chapple’s encyclopedia 
of “heart-throbs.” In: the Post the 
humor was easily apparent. But the 
National enlarged the editorial two 
diameters, spread it over four pages, 
znd without exclusion, evidently, 1t 
made as strong an endorsement as one 
could wish. Verily, words are not al- 
ways what they seem. 


The Dial, Chicago, has an excellent 
idea. Under the title of What’s in the 
Magazines it issues, soon after the lead- 
ing monthlies are out, a pocket pamph- 
let selling for five cents which indexes 
the contents of nineteen magazines— 
Appleton’s, Arena, Atlantic, Century, 
Cosmopolitan, Country Life, Critic, 
Everybody’s, Harper’s, International 
Studio, Ladies’ Home Journal, Lippin- 
cott’s, McClure’s, Metropolitan, North 
American Review, Outing Magazine, 








PRINTERS’ INK. 


Reader, Scribner's and World To-Day, 
First the contents pages of each maga- 
zine are given in full. Then the con- 
tents of all are given in alphabetical 
groups under Art, Poetry, Fiction, Out- 
doors, Politics, Travel, Games, etc. <A 
reader inteyested in a particular sub- 
ject can follow it through leading peri- 
odicals. But the pamphlet should index 
such magazines as Bookman, World’s 
Work, Good Housekeeping, American 
Illustrated, Review of Reviews, De- 
lineator, House Beautiful, Motor, Thea- 
ter, all of which are of excellence 
equal to magazines already on the list. 

A new process of making half-tones 
from photos, wash drawings, etc., with- 
out the use of a screen was described 
recently in Cosmos, of Paris. Public 
Opinion translates part of the article: 
Most of the plates from which illustra- 
tions are made to-day make use of a 
screen; that is, the photograph is made 
on a sensitized plate through a glass 
plate on which lines have been cut form- 
ing a multitude of tiny squares. The 
resulting picture is divided into squares 
varying in size according to the screen 
used. Such illustrations are cold and 
without life, they reproduce the original 
without regard to the delicacy of the 
design; the screen covers all indiscrim- 
inately with its uniform web, giving the 
engraving a heavy and unsatisfactory 
appearance. The problem is to get rid 
of the screen, and many more or less 
successful efforts have been made to 
this end. One solution lies in the pat- 
ent of a Munich painter by the name 
of Emmanuel Spitzer, who has succeed- 
ed in reproducing pictures without the 
use of the screen. For this purpose the 
metal plate is carefully polished and 
covered with a bed of bi-chromatic gela- 
tine; the negative is then put directly 
on the plate thus sensitized and is ex- 
posed to the sun or other light. The 
plate is then given the acid bath and 
after this is ready for the impression. 
The first acid bath is performed as in 
ordinary plate-making, with the im- 
portant difference that the bed of gela- 
tine, uniformly thick all over, varies 
in hardness according to the different 
qualities of the negative. The work of 
the acid begins at the dark portions of 
the plate and continues successively to 
the portions which are both the lightest 
and the hardest, and the complete oper- 
ation is one of graduated acid baths. 
Cosmos says that the superiority of the 
Spitzer method lies in the fact that 
since the reproduction of the half-tones 
of the original is performed without the 
use of a screen, the problems which 
baffle the engraver are solved by this 
scheme in the simplest manner. The 
reproduction of the smallest photograph, 
of miniatures, or of objects in which 
the tiny details have the largest part, 
as in the case of tissues, is done by this 
method perfectly. The Spitzer process 
is also peculiarly adapted for color 
work, and when used for this purpose 
the plate produces a picture clear and 
full of life, 








CROWELL PUBLISHINGCOM- 
PANY REORGANIZED 
NEW YORK INTERESTS HEADED BY 
GEO. H. HAZEN SECURES CONTROL 
OF THE “WOMAN’S HOME 
COMPANION” AND “FARM 
AND FIRESIDE.” 

Following close upon a_ confi- 
dential circular issued by Pomroy 
Bros., brokers, of 25 Pine street, 
New York City, offering for sub- 
scription a limited amount of the 
preferred and common stock of the 
Crowell Publishing Company, of 
Springfield, Ohio, comes the an- 
nouncement that the controlling in- 
terest in this company has been se- 
cured by New York men headed 
by Geo. H, Hazen, The executive 
force of the reorganized company 
is as follows: 

President, George H. Hazen; 1st vice-presi- 
dent, J. S. Crowell; 2d vice-president, S. 
Keith Evans; general manager, John H, 
Hawley; secretary, Frederick L. Collins; 
treasurer, Robert B. Donaldson. 

PLANS OF THE NEW COMPANY. 

To a reporter of Printers’ INK 
Mr. Hazen said: “The reorgani- 
zation of the Crowell Publishing 
Company was due to the fact that 
Mr. Crowell, the founder of the 
company and for more than thirty 
years the active head of the busi- 
ness, desired to devote his personal 
attention to other important busi- 
ness interests and felt the need of 
associating with him some younger 
men, so that he might be relieved 
of a burden that had become too 
great for one man to carry. As 
first vice-president Mr. Crowell 
will give the new company the 
benefit of his many years of ex- 
perience, leaving ‘to the younger 
men the more strenuous work con- 
nected with the editorial, adver- 
tising and circulation departments 
of the Woman’s Home Companion 
and Farm and Fireside, 

Mr. Hazen was asked if the pub- 
lication office would be removed 
to New York. “No,” he said, “we 
have in Springfield, Ohio, an ex- 
cellent plant valued at several hun- 
dred thousand dollars and giving 
employment, to some 300 persons. 
Springfield is nearly the center of 
population of the United States and 
the mailing facilities are all that 
could be desired. The manufactur- 
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ing departments will remain there. 
The editorial and advertising de- 
partments are already located in 
New York City—the editorial off- 
ces at 35 West 21st street, and the 
advertising offices at 41 Park Row. 
Mr. Arthur Vance, the present 
editor will remain. His policy is 
sane and sound.” Speaking of the 
subscription price of the Woman’s 
Home Companion—one dollar a 
year—Mr. Hazen said that no in- 
crease was contemplated. The gain 
in circulation during the present 
subscription season has been very 
gratifying. The present circula- 
tion exceeds half a million copies 
a month and it is believed that this’ 
will be considerably increased when 
the intrinsic merits of the publi- 
cation are properly presented to the 
public. 

The Woman’s Home Companion 
is the oldest of existing household 
magazines. Its publication was as- 
sumed in 1875 by Mast, Crowell & 
Kirkpatrick, the editorial office at 
that time being a hall bed room. 
The growth of the paper, slow at 
first, increased as the merits of the 
publication began to be recognized, 
but as late as 1895, twenty-two 
years after it was first started, it 
had not yet attained to a circula- 
tion of 200,000 copies. From that 
date, however, it began to forge 
rapidly ahead. Its circulation pass- 
ed the 200,000 mark in 1896, reach- 
ed 300,000 in J898, 400,000 in 1904 
and 500,000 in January of the pres- 
ent year. 2 

THE MEN IN CHARGE. 

Speaking of the gentlemen asso- 
ciated with him in the management 
of the new company Mr. Hazen 
said: “The first vice-president, Mr. 
J. S. Crowell, was—as you know— 
the founder of the Crowell Pub-~ 
lishing Company and until recently 
held the controlling interest in it. 
He is widely known in advertising 
and publishing circles and will con- 
tinue to have a personal interest 
in the future of the new company. 

“Mr. S. Keith Evans, the second 
vice-president, is an advertising 
man of wide experience who for 
several years had entire charge of 
the financial department of the New 
York Evening Post. He has also 
been advertising manager of the 
Review of Reviews and the Coun- 
try Calendar. Mr. Evans will be 
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in charge of the advertising depart- 
ment of the Crowell Publishing 
Company. 

“Mr. John H. Hawley, our gen- 
eral manager, is well known as a 
successful advertising man, having 
been for many years associated 
with the Frank Presbrey Company. 
He has developed the accounts of 
some of the largest advertisers in 
the country and his progressive 
methods and accurate knowledge 
have contributed to the success of 


wide acquaintance thus gained will 
prove immensely valuable in in- 
creasing the circulations of the 
Woman's Home Companion and 
Farm and Fireside. Mr. Collins 
has also done much editorial work 
and in connection with his other 
duties will assume the editorial di- 
rection of Farm and Fireside. 

“Mr. Robert M. Donaldson is not 
an advertising man. He has been 
for many years and is still closely 
connected with large financial in- 








GEORGE 
a number of notable advertising 
campaigns. 

“Our secretary, Mr. Frederick L. 
Collins, was business’ manager of 
the Country Calendar before its 
consolidation with Country Life in 
America, and has also been con- 
nected with the Review of Reviews 
and the Outing Magazine. It was 
while he was associated with Out- 
ing that he achieved his reputation 
as a builder of circulation. Mr. 
Collins has traveled all over the 
country studying the news-stand 
situation, and the experience and 








H. HAZEN. 


terests. At the election of officers 
Mr. Donaldson was chosen to fill 
the position of treasurer.” 

GEORGE H. HAZEN, 

An intimate friend of Mr. Ha- 
zen’s who was asked to supply a 
brief sketch of him to accompany 
the portrait printed in connection 
with this article says: “George H. 
Hazen, who has become the presi- 
dent of the Crowell Publishing 
Company, is still a comparatively 
young man, but with more than 
twenty years’ active advertising 
experience to his credit. He was 
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born in Haddon, Connecticut, grad- 
uated from the University of the 
City of New York, in the spring 
of 1881, and in October of the 
same year went with the Century 
Company, where he has remained 
ever since. To describe him sim- 
ply as the advertising manager of 
The Century and St. Nicholas mag- 
azines hardly indicates the import- 
ance of the position he occupies, for 
in many ways, apart from the ad- 
vertising field, his judgment and 
experience have contributed in no 
small measure to the success of 
The Century Company’s  enter- 
prises. Perhaps the best indication 
of the esteem in which he is held 
by that company is to be found in 
the fact that in assuming the presi- 
dency of the Crowell Publishing 
Company he does so without sev- 
ering his connection with The 
Century. 

“Every one who knows Hazen 
will agree with me when I say that 
he is not only one of the best 
known advertising men, but one of 
the best beloved. He has been de- 
scribed as ‘the friend of the man 
out of a job,’ and it is a fact that 
there are many men occupying im- 
portant nositions to-day in the ad- 
vertising world who owe their start 
to his timely recommendation. If 
you want to add anything to these 
brief notes you might say that 
Hazen is a_ decidedly sociable 
fellow and is a member of the Chi- 
cago Club, the Union League Club 
of Philadelphia, the Union Club of 
Boston, and of the Aldine, Grolier, 
Hardware, University and Sphinx 
clubs of New York City.” 





Don’t simply claim specialty for 
your store, but make mention of things 
that are special. An ad that lacks spe- 
ciality is no better than a store sign. 
It simply makes known the fact that 
you are in business. A good advertise- 
ment is full of special appeal, and 
creates not merely a general, but a 
particular interest in your store and 
goods.—Rhode Island Advertiser, 


a eee 


A coop way to write an ad is to 
jot down in the rough the ideas that 
occur to you, and then select the most 
important or most telling statement in 
the lot and begin with that. A good 
advertiser tries to “get there with both 
feet” in the first sentence. The next 
thing of course, is to keep there.— 
Rhode Island Advertiser. 
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Tue speakers at the fourth annual 
dinner of the Space Club of Chi- 
cago held at the Chicago Athletic 
Assogeiation, December 28, 1905, 
were Professor Walter Dill Scott, 
of the Northwestern Oniversity and 
Mr. Richard Henry Little, who was 
the war correspondent of the Chicago 
Daily News during the late unpleasant- 
ness in the Far East. Professor Scott 
spoke on the subject of advertising, 
emphasizing the fact that the use of 
large space pays. He showed that the 
total number of advertisers in a certain 
leading magazine had decreased ma- 
terially in the past ten years while on 
the other hand the total amount of 
space used had increased. Mr. Little, 
who spoke on the Japanese-Russian 
war, assured his listeners that the suc- 
cess of the Japanese was largely due to 
the fact that they distributed through- 
out Manchuria handbills advertising the 
beauties of Japan, the comforts of Jap- 
anese military prisons, and assured the 
Russian soldiers that any prisoners cap- 
tured would be well treated. Mr. L. 
B. Sherman, of the Railroad Gazette, is 
president of the Space Club, Mr. L. S. 
Louer, of the Engineering Record, 
vice-president; Mr. L. A. Greene of the 
Mining and Scientific Press, secretary, 
and Mr. J. N. Reynolds of the Railway 
Age, treasurer. 
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ADVERTISING a lie makes it bigger.— 
Saturday Evening Post. 
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On Feb, 26th 


Che 
Des Moines 
Capital 


pabttones more than four pages in a single 
ssue for a single advertiser, This is the 
jJargest amount of advertising ever pub- 
lished in an lowa newspaper for one adver- 
tiser at one time, and twice as much as was 
ever published in Des Moines before. The 
firm using thisamount of space was Wilkins 
Bros., Dry Goods merchants, and the adver- 
tising was in connection with a mill end 
remnant sale. In previous years they had 
used a circular of the same elze. The Capti- 
TAL’s city circulation is now so large that 
they can get better circulation and at a 
lower cost than by the old circularizing 
method. The CAPITAL’s city circulation is 
almost perfect. It is absolutely essential 
fur any advertising to cover Des Moines. 


EASTERN OFFICES: 
NEW YORK, CHICAGO, 
166 World Building. 87 Washington St. 


LAFAYETTE YOUNG, Publisher. 
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BUILDING MATERIALS—A 
GOLDEN CHANCE FOR 
ADVERTISERS. 


When the average man builds a 
house he does little if any real in- 
vestigating of the various building 
materials for which he is paying 
until after the house is built—he 
leaves practically everything of 
a “technical” character to his ar- 
chitect. The average architect is, 
hcwever, more or less influenced 
by prejudice, and has usually but 
little time or inclination to discuss 
such subjects with his client. The 
specifications of the architect may 
also-be influenced by self-interest— 
by a commission, or some promise 
of future business, etc. In either 
case, the architect is not likely to 
specify the best particular building 
materials for his client, even if 
only because present conditions are 
not such as to keep the average 
architect informed regarding im- 
provements in old products and 
new products just being introduced. 

The logical result is that very 
few built-to-order houses will suit, 
wear and last as they should last, 
and as they would if, before start- 
ing to build, the client had investi- 
gated for himself all of the ma- 
terials to be used. This would not 
only save a lot of time and worry 
to the architect, and help him to 
please his client more fully, but 
it would also eliminate a good deal 
of unnecessary repairs and altera- 
tions after the house is built. 

When you stop to think that 
from 25,000 to 50.000 houses, cost- 
ing $10,000 or more, are built every 
year on this unsatisfactory and ex- 
pensive basis—to say nothing of 
thousands of stores, factories, 
churches and other large buildings 
—it is apparent that there is prac- 
tically an unlimited field for man- 
ufacturers of building materials to 
“educate” the prospective builder, 
by means of good advertising, and 
lead the prospective builder to in- 
vestigate for himself, before he 
builds, the various building ma- 
terials he will need. Few manu- 
facturers of building materials have 
as yet realized this enormous field 
for successfully advertising their 
goods to the public in general, and 
to prospective builders in particu- 
lar. Take up almost any good ar- 





chitect or building trade paper and 
you will find from 50 to 250 dif- 
ferent manufacturers, advertising 
building materiz ' and specialties of 
various kinds. Take up any of the 
good general magazines, however, 
and out of 150 or 200 pages of 
miscellaneous advertising, you will 
find no more than 4 or 5 pages de- 
voted to the advertising of building 
materials and specialties, and even 
these few paves are confined prin- 
cipally to the advertising of manu- 
facturers of heating and plumbing 
specialties, water supply systems 
and a few paint and_ varnish 
specialties. These are, however, 
only a few of hundreds of differ- 
ent materials which could be ad- 
vertised direct to the public, and 
advertised successfully, such as: 
Air Valves, Architectural Stucco Relief, 
Architectural Wood Work, Artificial Stone» 
Brick, Brick Stains, Cement, Ceramic Tile, 
Clothes Dryer, Columns (Lock Joint), Decora- 
tors, Disinfecting Apparatus, Door Hangers, 
Dumb-Waiters, Electric —— Equipment, 
Elevators, Enamel, Enameled Metal Tiling, 
Fencing, Filters, Fireplace Fixtures, Fireproof 
Doors and Shutters, Fireproofing, Fireproof 
Windows, Fireproof Wood, Gas and Electric 
Fixtures, Greenhouses, Hardwood Floors, 
Hinges and Butts, Intercommunicating Tele- 
Kitchen Iron and Metal Workers, Kalsomine, 
itchen Equipment, Laundry Machine 
Lighting Fixtures, Mantels, Marble, Marble 
(Artificial), Metal Lath, Metal Roofing, 
Mosaic Wood Floors, Ornamental Ironwork, 
Paints, Parquet Flooring, Plaster Board, 
Plumbing Fixtures, Polish (Floor), Porce- 
lain Enameled Bath, Porcelain Enameled 
Paint, Radiators, Refrigerators, Roofing Slate, 
Roofing Tiles, Roofing Tin, Rubber hah 
Rugs, Sash Cord, Shingle Stains, Skylight 
Lift, Sound Deadeners, Stained and Leaded 
Glass, Stucco Board, Terra Cotta, Vacuum 
Steam Heating, Varnish, Ventilators, Wall 
and Ceiling Finishes, Wall Hangings, Water 
Filters, Waterproof Wall.Covering, Weather 
Strips, Window Ventilating Locks, Wire 
Glass Windows, Wire Lath, Wood Carving, 
Wood Fireproofing, Yellow Pine Lumber, 
All these and many others can 
be and should be advertised, and 
while a large advertising appropria- 
tion for this purpose is neither 
necessary nor advisable, a couple 
of thousand dollars a year, properly 
ised, would be a wise investment, 
an investment which would pay 
not only in direct increase of sales 
but also in the inestimable increase 
it would give to the value of the 
firm name and trademark as a 
business asset, as well as the direct 
effect such an advertising campaign 
to the consumer would also have 
upon architects, dealers, jobbers, 
and the trade in general. 


STANLEY L. WILCOX. 
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A Roll of Honor 


(FOURTH YEAR.) 


No amount of mouey can buy a piace in this list fora paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1905 issue of Rowell’s American Newspaper Directory. nave submitted for 
that edition of the Directory a detailed circulation statement. auiy signed and dated. 
also from publishers who for some reason failed to obtain a figure rating im the 1905 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Ci*~ 
culation figures in the ROLL or Honor of the last named character are marked with an (>). 


These are generally regarded the publishers who believe that an advertiser has aright 
to know wnat he pays his hard casn for. 





Announcements under this classification. if entitled as above, cost 20 cents per 
line (two lines are the smallest advertisement taken) under a YRARLY contract, $20.80 for 
a full year. 10 per cent discount if paidwholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made, provided the publisher 
sends a statement in detail, properly signed and dated, covering the additional period, 
in accordance with the rules of the American Newspaper Directory. 


privilege of using the star emblem in their advertisements in the Roll of Honor at 

the regular rates of twenty cents aline. The extent and full ean | of the Star 

Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 

description of each publication possessing it. No publisher who has any doubt 
that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 
securing and using the Guarantee Star. 


: Publications which have sought and obtained the Guarantee Star have the 


Denver. Post, daily. Post Printing and Pub- 

ALABAMA. lisning Co. Aver. for 1905, 44.820; Sy. 60.104, 
Athens, Limestone Democrat, weekly. R. H. | Average for Jan. 1906, dy. 47,787; Sy. 64.776. 
Walker, pub. sctualaver. jirst 5 mos, 1905, 1,082. — ae 
Birmingham, Ledger. dy Average for 1905, 1 The absolute correctness ofthe latest 
22,069. Best advertising medium in Alabama. circulation rating accorded 
the Denver Post is guaran- 

ARIZONA. UA teed by the publishers of the 

Phoenix, Republican. Daily aver. 1904 6.889. G ew American Newspaper Direct- 


Leonard & Lewis, N. Y. Reps., Tribune Bldy. te No ory, who will pay one hun- 


ARKANSAS. dred dollars to the first per- 
Fort Smith, Times. dy. Act. av. 1905, 8,781. : son who successfully contro- 
Actual aver, for Oct., Nov. aud Dec., 1905, 8.968. | Verts its accuracy. 


CALIFORNIA. CONNECTICUT. 
Fresno. Evening Democrat. Areraye April, Ansonia, Sentinel, dy. Aver. for 1905, 5,022. 
6.195. Williams & Lawrence. N. Y. & Chicago. | 2. Katz, Spec. agt., N. Y. 


, S . : Bridgeport, Evening Post. Sworn daily av. 
Mountain View, Signs ofthe Times. <Actuai | ,o,- 23 = Fate Kner 7 
weekly average for 1905, 22.580. 1905,11,02, E. Katz, Spec. Spec. Agt... N. ¥ 
rT 2 Bridgeport. Telegram-Uvion. Sworn daily 

Oakland, Herald. Average | av, 195.10,171. E. Katz. Spec. Ayt., N.Y. 

1905, 10,260. Only Pacific Coast| Meriden, Journal, evening. Actual average 
Guae daily circulation guaranteed by | S07 1994, 7,649. 

> ool? ; Town Meriden. Morning Kecord and Republican. 

TEEO Rowell’s American Newspaper Gadly arevant for 1004, €.h00. 
Directory. . my 





: - New Haven, Evening Register. daily. Actual 
Sah land, Tribune, evening. iowroes Aa 42 | av, for,4905, 18,711: Sunday, 11,811. 

months i De er 34, 1905, ily 1 Si. CTE 
; eInenD ayeoe ruven ee iittala New Maven. Palladium, dy. Aver, 1904, 7.8573 


The Billboard. America’s Leading Theatri- | 49%, 5.686. E. Katz, Sp. Agt..N.Y. 
cal Weekly, San Francisco office, 37 Phelan, 806] New Haven. Union. Average 1905, 16,209. 
Market St. Rube Cohen, Mgr. Dec., 1905,.16,888. E. Katz, Spec. Agt., N.Y. 

San Francisco. Call, d’y and$’y. J.D.Spreck- | New London, Day, ev’g. Aver. 1905, 6,109, 
als. Actual daily average for year ending E. Katz., Spec. Agt.,N. Y. 

C. 1905, 62,941; . 33,815, 5 , tian fad 

» 62,941; Sunday, 85,515 Norwalk. Evening Hour: Daily arerage year 

San Francisco. Sunset Magazine, monthly, | "49 Dec.. 1904, 8.217. Aprilcire., as certifies 
literary ; two honacad and art pages, 5x8’ | Oy Ass'n am. ddv’rs.all returns deducted, 2,869. 
Circuiation : 1904, 48,916: 1L months 1905, Norwich. Bulletin, morning. Arerage for 
59,545. Home Offices, 431 California Street. 1904, 5.850; 1905, 5,920; Dec., 6,122, 


San Jose. Morning Mercury and Evening | Waterbury. Republican. dy. Aver. for 1904. 
Herald Average /Wk 10,573. g =: 5.770. La Coste & Maxwell Spec. Agents, N. Y. 


COLORADO. DELAWARE. 





Denver. Clay’s Review, weekly; Perry A. os: be she perne scat a ene, _svnape guar- 
S. |anleed circulation for 1904, . le 


Actual aver. for 1904, 10,926, for 1905, 11.68 
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DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 195. 85.550 (OO). 


FLORIDA. 

wy dy. Av. 1904,8.760. 
E. Katz, Sp. Agent, a v. ¥. 

GEORGIA. 


Atlanta. Constitution. Daily average 1905, 
88,5903; Sunday, 48.781. 


Atiuntn. Journal, dy. Av. 1905,46.088. Suu- 
day 47.998. Semi-weecly 56.781. 





Jacksonville 
Average 15, 5, 





Atlanta. News Actual daily average 1905, 
24.402. S. C. Beckwith. Sp. sg., N. Y. & Chi. 


Augusta. Chronicle. Only morning paper. 


1g05 average. 6,048. 


Basvtte. Herald Arerage for March. Ay ril 
and May, tied Richest county in So. Georgia, 


ILLINOIS. 
Cairo. Citizen. Daily Average 1905, 1,052, 
weekly, 1904, 1.127. 


Champaign. News. Oct.and Nov., 1905.no issue 
of daily less than 8.010; a@’y and w’kly, 6,200, 


Chiengo. Bakers’ [lelper, monthly ($2.00). 
Bakers’ Helper Co. Average Jor 1905,4.100(Q@). 

Chicago, Breeders’ Gazette. weekly, #2.00. 
Averaye circulation 1905. to Dec. sist, 66,605. 





Chicago. Farmers Voice and National kural. 
Actual aver., 195, 80.700, Jun.,, 1906, 42,460. 


Chicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual arerage 194, 18.730. 

Chicago. Inland lrinter. Actual average ctr- 
culation Jor 1904, 18.812 ( (OO). 

The Billboard. America’s Leading Theatri- 


cal Weekly. Chicago office, 87 South Clark St.. 
Suite 61. ’Phone Central 5934. W. A. Patrick Mgr. 





Ohieago. Orange Judd Farmer. Only agricul 
tural weekly covering the prosperous Western 
States. Circulation is never less than 90,000. 
The count made Oct. 20. 1905, showed 85,120 
paid subscribers. lheaches nearly 90% of the post- 
offices in Nebraska; 80¢ of the postoffices in 
Illinois. Michigan. Wisconsin, Iowa and Minn 
esota; half the poxtoffices in Indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 

Chicago, Examiner. Arerage for 1905. 144,- 
806 copies dailu; 9% of circulation in city, 
larger city erreulation than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Representatives. 

Ohieago, Record-Herald. Arerage 194, daily 

145.761. Sunday 199.400. Average 1905, daily 
146.456. Sunday 204.559. 
The absolute correctness of the latest 
circulation rating accorded 
the Chicaga Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory. who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chieago, Svenska Nyheter. _ weekly. 
average December, 1005. 21,775. 

Chieago. System. monthly. The System Co 
pup. Eastern office | Madison Ave., x. Mr, 
Sor year end.. Feb. 1905, 88.750, Tssue for Sept 
1905, 60.200. 

Kewanee. Star-Courier. Actual average cir 
culation, 1905, daily, 3.297. weekly, 1.298. 

Peoria. Evening Journal, daily a Sunday. 
Sworn daily average for 1905, 13.8% 

Peoria. Star, evenings ana Sunday aes 
Actual average for 195, d’y 21,042. 'S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. Ar. for 1905, 14.« 
040, Sundays over 15,000. E. Katz, S, A.,N.Y. 








GUAR 
TEED 


Sworn 

















Marion, Leader, daily. W 


B. Westlake, pub. 
Actual average Jor year 1905, 5,628, 


Muncie. Star. Average 1905 daily, 27,500. 


Sunday 16,908. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net averuge Jor 1W5, 24,890, 


> y eee Sun-Telegram. Sworn ar, 1905, dy. 


&.7 


South Bend. Tribune. Sworn daily av erage, 
1905,7.205. Sworn aver. for Jan., '06, 7,42 


IOWA. 


Clinton, Advertiser, Average Dec. 1905, 
11,255. City Circulation, $048, which is 
double that oy any other paper. 


Davenport. Times. Daily aver. Dec,, 11.408, 
Circulation in City or total guaranteed greater 
taan any other paper or no pay Sor space. 


Des Moines. Capital, aaily. Patay ove Young, 
publisher, Actual average sold 15, $9.17 
Present circuiation over 40.000, City and State 
circulation laryest in Iowa. More local advertis- 
ing in 1905 in 382 issues than any competitor im 
365 issues. The rate sire cents a line. 


Bostet., Gaie City, Daily av. 1904, 8.145; 
1905, 8.406 


Muscatine. Journal. Dai 
Semi-veekly 3,09 


Sloux city, Journar daily. Average for 1905, 
sworn, 24.96 Av. Jor Dec., 1905, 26, 518: 
Prints most send and most foreign and local ad- 
vertising. Read in sv per cent of the homes in city. 

Sioux Olty. Tripune. Evening. Net sworn 
daily, average 1905, 24.287 3 Dec... 1905, 25.854. 

The paver of largest ‘paid ‘circulation. Ninety 
per cent of Sioux City’s reading public reids 
the Tribune. Only lowa paper that has the 
Guaranteed Star. 


KANSAS. 
Mutechinaon. News. Daily 1905, 8.485.  E. 
Katz, Special Ageut, N. Y. 
KENTUCKY. 
Marrodaburg. Democrat. Put it on — 1906 
list; 3c. per 1,000; Al. Proven av. cir., $.582 
Lexington. Leader. Ar. 05. evg. 4.694, Sun. 
6.168, £. Katz, Spec. Agt. 
Louisville. Times. Daily arerage year ending 
June 50, 1905,86,.025 (3). Beckwith Agency, Rep. 
Paducah. Journal of Labor, wkly—Accepts 
only the best class of advertising and.brings 
results trom the best class of wage-workers. 
LOUISIANA. 
New Orleans. Item. official journai of the 
vity. Av.cir. sirst eight months 1905, 22,095, 
MAINE. 


Anguata. Comfort,mo. W. H. Gannett, pub. 
Actual averaye sor 1904, 1,269,641. 


Daily av. 1908, 5,882. 











Augusta. Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986. weekly, 2.090. 


Bangor. Commercial. Average sor 1905, daily 


9.458. weekly 29.117. 


Dover. Piscataquis Observer. 
average 1905.2.019 


Lewiaton. Evening Journal, daily. 
1905, 7.898 (O ©). weekly 17.448 OO). 


Phillipa, Maine Woods ana Woodsman.week ly, 
J. W. Brackett Co. Arerage for 1905, 8.077%. 


Portland. Evening Express. Average for 1905, 
daily 12,005. Sunday Telegram, 8,428. 


MARYLAND. 
Baltimore, American, dy. Aver. to June 30.’05, 
64,068. Sun., 58.818. No return privilege. 


Baltimore. News, daily. Kvening News Pub- 
lishing Company. Average 1905, 60.678. For 

“vnuary, 1906, 61,128, 

The absolute correctness of the 
litest circulation rating accorded 


Actual weekly 


Aver, for 


- GUAR ‘EWS is guaranteed by the 
AN ublishers of Rowell'’s American 
TEED ewspaver Directory. who will 


pay one hundred doi jars to the 
jirst person who successfully con 
troverts tts avonran Ue 
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MASSACHUSETTS. 

on. Glove. Average 1905, daily, 192.584. 
Phe 299.648. “Largest Circulation Daily 
of any twocent paper tn the United States. 
y00.000 more circulation than any other Sunday 
paper in New England.” sdvertisements go in 

morning and ajsternoon editions Tor one price, 
g2 The absolute correctness of the latest 
circulation rating accorded 
the Boston G'obe is guaran- 
rAuraw=wy teed by the publishers of 
AN the American Newspaper 
Waa 8 §6Directory, who will pay one 
hundred doltars to the first 
person who successfully controverts its 

accuracy. 

Boston. Evening Transcript (O©). Boston’s 
tea table paper. Largest amount of week aay adv, 


Boston. Post. A:erage for Jan., 1906, Boston 
Daily Post. 229.2938; Boston sunday Post, 217.- 
O21. Daily gai over January, $905, 17.627; 
Sunday gain over January, 1905, 86,486. Flat 
rates, r. 0.p. daily. 20 cents; Sunday, 18 cents. 
The Great Breakfast Table Paper of New Eng- 
land. 


























Circulation of the Boston DAILY Post 
and the Boston SunDAy Post, Day by Day, 
for the Month of February, 1906. 

FEB. SUNDAY | DAILY. — 

1 e | 235,970 

2. 229,940 

3. 227,960 

$..5 221,350 

Bs 230,900 

6. 228,000 

7. 226.510 

8. 227,050 

Be | 227,100 

10 | 227,800 

ui. 224,550 

12. 228,700 

13. 226.70 

4 | 226,45 

ii icas bee | 225.98 

— rn 227.500 

| ees | 230,200 

2 ee 234,900 | 

230,250 
| 228.300 
| 230,000 
| 248,820 
| 232'300 
| 251,000 
244,645 | 
| 232,000 
232.900 
| 230,800 
Total, Daily | 
Post, 24 days 5,523,100 
Total Sunday | 
Post, 4 days 925,445 
Daily Average. 230.129 
Sunday Average. 281,861 
Gain of Feb. 1906, Daily Aver- 
age over Feb., 1905, 12,337. 
Gain of Feb., 1906. Sunday Aver- 

age over Feb., 1905, 46,130. 

The above is a correct statement of the 
number of complete copies printed. 

W. A. GROZIER. 
Boston, March 1, 1906. Business Manager. 





Fall River. News. Largest cir’n. Daily av. 05, 
6,66S8(:k). Robt. Tomes, Rep., 116 Nassau St.. N.Y. 


Springfield, Farmand Home. National Agri 
cuitural semi-monthiy. Total paid circulation, 

72.564. Distributed at 59,164 postoffices. 
Eastern and Western editions. Al) advertise- 
ments guaranteed. 

Springfield. Good Housekeeping,mo. Aver 
age 195, 206.088. No issue iess than 200.000, 
All advertisements guaranteed. 


Springfield. New England Homestead. Onl 
important agricultural weekly in New Knglanc 
Paid circulation, 40,000. Keaches every post- 
Office in Mass., R.1.. and Conn.,, and all in Ver 
mont, New Hampshire and Maine, except afew in 
the woods. All advertisements guaranteed. 





Worcester. Evening Post, daily, Worcester 


PRINTERS’ INK. 
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Worcester, L’Opinion Publique, daily (© ©). 
Paid average Sor 1905, 4,253. 


MICHIGAN. 


Adrian, Telegram. Dy. av. last three months 
1905, &.171. Payne & Youngs, Specials. 


Grand Rapids, Herald. <Arerage daily tssue 
last six months of 1904. 23.661. Only morning 
and only Sunday paper in tts field, Grand Rapids 
(pop. 100,000) and Western Michigan \ pop, 750,000), 


Grand Rapids, Kvening Press dy. Average 
1905, 46.456, Covers Western Michigan. 


Jackson, Morning Patriot, average January 
1906, 5,800, Sunday, 5.912; weekly, 2.964, 


Kalamazoo. Evening Telegraph. Last 6 moa. 
1905, dy. 10.459. Dec., 10.981, 8,.-w. 9,969. 


Saginaw. Courier-Herald, daily, Sunday. 
Average 1905,12,894; Junuary, 1906, 18.6381. 


Saginaw. Evening News. daily. Average for 
1905,16,710. January, 1906,18.781, 


Sault Ste. Marie. Evening News. daily. <Av- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 


Minneapoils. farmers’ Tribune. twice a-week. 








W.J. Murphy, pub. Aver. for 1905, 46.428 
Minneapoiis. Farm, Stock and Home, semi- 
monthly. aActuai average :904,79.750. Actual 

average 1905, 87,187. 

The absolute accuracy of Farm, 
Stock & Home's circulation rating 
is guaranteed by the American 
Alal Newspaper Directory. Circulation is 
AN practically conjined to the surmers 
TEED of Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 
it to reach section most propitably. 


Minneapolls. Journal, Daily and Sunday. 
Journal Printing Co. Daily arer. sor 1903, 
O7.0893 1904. 64.888; 1905, 67.588. Jan., 
1906, 68,815. The Sunday Journal circulation 
for January, 1906 wasas foliows: Jan 7, 63.« 
155; Jan. 14, 68,7503 Jan. 21 64,182; Jan. 
28, 67,501, 





The absolute accuracy of the 
Journal's circulation ratings is 
A quaranteed by the American News- 
Ca paper Directory. It reaches a 
greater number of the purchasing 
TEED classes and gues into more homes 
thai any paper in its jsield. It 

brings results. 


Minneapoilia. Svenska Amerikanska Posten, 
Swan J. Turnblad, pup. /905,51,512., 


Minneapolis Tribune. W. J. Murpby pub. 
Est. 1867. Oldest Minneapolis daily. The Sunday 
Tribune arerage per tssue sor the last six montas 
of 1905, was 79.928. The daily Tribune average 
per issue for the lust s'x months of 1905. was 
108,096. 

CIRCULAT’N § The Evening Tribune is guar- 
anteed to have a larger circula- 
sy than any sther Minneap- 
olis newspuper’s evening edi- 

GUAR tion. The carrier-delirery of 


AN the daily Tribune in Mimneap- 
TEED olisis many thousands greater 
’ than that of any other news- 


paper. The city circulation 

by Am. News alone exceeds 43.000 daily. The 

paper Direc- Tribune ia the recognized 

tory. Want Ad paper of Minne- 
apoilia. 


St. Paul. The Farmer, s.-mo. Rate, 40c. per 
line, with discounts. Circulation for six months 
ending December, 1905, 92.625. 

St. Paul. Dispatch. Average net sola for year 
1905, 60,568 daily. 


&t. Paul, Volkszeitung. Actual arerage 1905, 
dy. 14.221. wy. 27.870. Sonntagsdlatt 27.880, 


MISSISSIPPI. 


Wattieaburg. Progress, ev'g. Av. d’y circ.,y’r 
end’g Jan., 1905, 2.175. Pop. 14,000, and growing. 


MISSOURI. 


Kaneae Clty. Journal, d'yard w’y. Average 





Post Co, Average Sor 1904, 12,617, 


for 1905, daily 65,446, weeciy 205,001, 
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Joplin, Globe, daily. Average 95, 18.594. 
Dec.,'05, 14,088. EH. Katz, Special Agent, N. Y. 

&t. Joseph, News and Press. Cire. 1st | 6 mos. 
9906 Smith &@ Thompson, “Lust. Rep. 

St. Louis, National Druggist. mo. Henry R. 
erly Eaitor and Publisher. Average for 1905 
8,041 © ©). Eastern office, 59 Maiden lane. 

St. Louisa, National Farmer and Stock Grower, 
monthiy. Average for 1902, 68.588: areraye sor 
1903, 106.625: average Sor 1904, 104.750. 

MONTANA. 

Butte. Inter-Mountain. Sworn averave daily 

cire’n 1905, 11.776. Aver. Dec., 1905, 12,698, 


NEBRASKA. 
Lineoin, Daily Star, evening 
and Sunday morning. Actual 
Met daily average sor 1904,15.239. 
tet For 195, 16.409. Only Neb- 
raska paper that has _ the 
Guarantee Star. 





ewe. 


Lincoln. Deutsch- = Farmer. weekly 
Average 1905, 147.038 


Lineoin. Pe Pres 38, “Siltiey. Actual average 
for 1905, 1d 


Lineoin. Jcurnal and News. Daily average 
1904, 26.888; February, 1905, average, 28,055. 


NEW HAMPSHIRE. 
Nashua, Telegraph. The only daily in City. 
Sworn aver. for Sept. and Oct., 1905 4,204. 
NEW JERSEY. 


Elizabeth. Journal. Av. 1904. 5,522: Jirst 
6 mos. 1905, 6,818: last 6 mos. 1905, 6,718. 

Jersey City. Evening Journal. Arerage Jor 
1905, 22.456. Lust 5 mos, 1905, 23,408. 

Newark. Evening News. Evening News Pub 
Co. Average Jor 1905. 60.102; Jan. ’06. 62,405. 


Trenton, Times. Ar. 1905, (net) 16.458. Dec., 
05, av, 17.228. Returns, spoiled not counted. 


NEW YORK. 

Albany. Evening Journal. Daily average for 
1905, 16.812. It’sthe leading paper. 

Albany. Times-Union. every evening. Est. 1856, 
Average for 195, 84.689: December, 85,479. 

Binghamton, Evening Herald, daily. Herald 
Co. Aver.sor year end. June, 1905, 12,289 (2) 

Buffalo. Courier, morn. Av.1/905, Sunday 86,- 
274; daily 48.008; Enquirer, even.. 31.027. 

Buffalo. Evening News. Daily average 1904, 
88.457; 1905 94.690, 

Corning. Leader. evening. Average, 1904, 
6.2383 1905,6.895. 

Cortland, Democrat, Fridays. Kst.1840. Aver. 
1905, 2.126. Only Dem. paper in county. 

Glena Falla, Morning Star. Average circula- 
tion, 1904, daily 2.292. 

LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy. cir. Genesee. Orleans, Niagara Co.’ 8. 

Mount Vernon. Daily Argus. Averave 1905, 
8.218. Westchester Cou ty’s leading paper. 

Newburgh. News. daily. Ar. 1905, 5.160. 
3,000 more than all other Newb gh paperscomoined 











New York City. 
American Magazine (Leslie’s ge Pre- 
sent average circulation, 256.108. Guaran- 
teed average, 250,000. Excess, 78.296. 


New York. American Agriculturist. Best 
farm and family agricultural weekly in Middle 
and Southern States. Circulates 100,000 cop- 
ies weekiy, of which 95.468 are actual paid 
subscribers, as per count of June 1, 1905. The 
extraordinary character and purchasing power 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTOURIST’S subscribers in New 
York include every postoffice in the State. In 
New Jersey it goes ah 77% of all the postoftices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 85%, 
and to 20¢ to 40¢ of the postoffices in the Southern 





PRINTERS’ INK. 


Army & Navy Journal, Est. 1863. Actual weeiciy 
areraye Jor 42 issues. 1906.9.442 (QO). 


Baker’s Review. monthly. W. Kk. Gregory Co., 
publishers. actual average | Sor 1905 &.008,. 


Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Arerage for 1904,87,025, pres- 
ent cerculation, 50,000. 


Clipper, weekly (Theatrical. Frank * 
Pub. Co,, Ltd. Aver. sor 1905, 26.228(O@ 


Gaelic American. weekly. “noe arerage Jor 
1904, 8.179; Sor 1905, 28.989 


Haberdasher, mo., est. 1881. Actual average for 
1905, 7,166. Binders’ affidavit and Post Office 
receipts distributed monthly to advertisers. 

Hardware Dealers’ Magazine, morthly. 

In 1905, average issue, 19.020 (© ©). 

D. T. MALLETT, Pub.. 253 Broadway. 


Leslie’s Weekly. Actual arer.vearend. Aug. 
1904, 69,073. Pres. av. over 85.000 weeily. 


Music Trade Review, music trade ana art week- 
ly. Average Jor 1904. >o 

The Billboard, America’s Leading Theatrical 
weekly. New York Office. 1440 Broadway. Wal- 
ter K. Hill, Mer. Phone 1630 Bryant. 

The People’s Home Journal. 544.541 monthly. 
Good Literature, 444.667 monthly, arerage cir- 
culations for 1905—all to paid-in-advance sub- 
scribers. F. M. Lupton. pubiisher. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday.  Es- 
tablished 1888. Actual 
weekly average for 10903, 
11,001. Actual weekly 
average for 1904, 14,« 
918. Actual weekly av- 
erage for 1905, 15,090 


copies. 


The World. Actual aver. for 1905, Morn,. 305,« 
490, Evening, 871.706. -7 06. Sunday, 411,074. 
The Tea and Coffee Trade Journal. Average 
errculation for 1905, 4.205 (sk); March, 1906, 
issue. 6.694 (25). 
The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily average 1905, 18,158. 


_ Rochester. Case and Comment, mo. Law. Av. 
Tor 1904, 80.000 ; 5 Vears’ average. 80.108. 














Sehenectady, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 1905, 18.058. 


Syracuxe,. Evening fleraid. daily. Herald (o., 
pub. Aver, 1905, daily 552, Sunday 40,098. 


Utiea. National Electrical Contractor, mo. 
Average for 1905, 2.64 





Utien. Press. daily. Otto A, Meyer. publisher. 
Average for 1905, 14.889, 


NORTH CAROLINA. 
Raleigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 1904. 9.756. Av. for (905. 10,206, 


Raleigh, Evening Times. Leads all afternoon 
papers in ——, between Richmond an 
Atlanta, Fu M4 P. dispatches. Actual daily 
average 1905, 8p is 3 weekly Times, 2,040. 


OHIO. 


Ashtabula. Amerikan Sanomat. Finnish. 
Actual average for 1905. 10.766, 


Cleveland, Engineers’ Review. Actual cir. 





States. All advertisements guaranteed. 





for 1905, 250,650; monthly aver, 20,888 copies. 
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“ 
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Cleveland, Plain Dealer. Est. 1841. Actual 
daily averaye 1904, 79.460: Sunday —e- 
Jan., 195, OT.T7F daily; Sunday, 79.187 





Dayton. Herald, evening. Cire., 1905, 17,51 8. 
Largest 1n Dayton, para at full rates. 


The Billboard. America’s Leading Theatrical 
Weekly. Cincinnati, New York, Chicago. 


Youngstown. Vindicato:. D'y ar, 05, 12.9103 
Sy. 10,178: LaCoste &¢ Maxwell. N.Y. & Chicago, 


Zaneaville. ‘times-Recorder. Sworn ar. ist 6 
mos, 1105,10,427. Guar’d doubie nearest com- 
petitor and 50% in excess combined competitors, 

OKLAHOMA. 

Okinhoma Clty, Toe Oklahoman. 1905 aver. 
11.161. Dec.,’05,11.980. E. Katz. Agent, N.Y. 
OREGON. 

Portland, Journal. Dy. and Sy. Actual aver. 
sor Dec., 1905, 24,035. Aver. year 05. 21,926. 

PENNSYLVANIA. 


Cheater. limes, ev’g d vy. Averave 195, 7.740. 
N, Y. office, 220 Bway. F. Rk. Northrup, Mgr. 


Erle. Times, daily. aver. for 1905, 15.248, 
January, 1906, 16.252. E. Katz. Sp. Ag., N. Y. 


ikarrisburg. Telegraph. Sworn ar., Jan., 18.- 
$84. Largest paid circulat’n in H’b'g, vr no pay. 


Philadelphia, Contectioners’ Journal, mo. 
Av. 194, 3,.0V4; 1905, 5.470 (OO). 





The circulation of 
THE 
PHILADELPHIA 
BULLETIN 


is larger than that of any 
daily newspaper 
published in the 

State of Pennsylvania. 


NET PAID DAILY AVERAGE FOR 
THE YEAR 1905, 


211,134 COPIES A DAY 


“The Bulletin’s” circulation figures 
are net; all damaged, unsold, free and 
returned copies have been omitted. 

WiuuraM L. McLEAN, Publisher. 


Philadelphia. German Daily Gazette. <Aver- 
circulation ist 6 mos.,1905, daily 50.996: Sunday 
40.155; sworn statemeit. Cir. books open, 





Philadeiphia, Farm vournal, 
mopthiy. Wilmer Atkinson Com- 
pany, publisners, Average for 
195, 568.266. Printers’ Ink GUA 
awarded the seventh Sugar Bowl AN 
to Farin Journal for the reason TEED 
that*‘that paper. among all those 
“published i: the Un:ted States, 

“has oeen pronounced the one 

“ctnat dest serves its purpose as 

“an ‘educator and counselor 

“for the agricultural popula- 

“tion, and as an effective and 

“economical medium Jor com- 

“municating with them 

“through its advertising cojumns.” “Unlike any 
other paper,” 





Philadelphia. The Press is 
the Great Home Newspaper. — 

sides the Guarantee Star, it 
GUA the Gold Marks and is cn the Roll 
of Honor—the three most desir- 
WaA% able distinctions for any newspa- 
per. Average sor year 105—Duily 
106.6003; Su::day average Jan- 

uary, 1906, 147,665. 


THE PITTSBURG 
POST, 


A the largest daily (morning; 

oo and Sunday circulation in 

TEED the city of Pittsburg, has 

never made use of premiums 

or gift enterprises as circula- 

tion getter. It goes to the 

home of the buyer. The Western Penns . 
vania fiecid cannot be covered without t 

lost. Objectionable advertising is exotnded 

from its columns. Cir., 05, dy. 58,778, S. 67,011. 














Weat Chester. Local News, 

daily. W.H. oe Arerayefor 

1905, 15.29%. In its 34th year. 

Lea Zndependent. Has Chester County 
aud vicinity for its field. Devoted 

TEED to home news, hense 18 a home 
paper. Chester County is second 

tn the State in agricultural wealth 


Willlamaport, Grit. America’s Greatest 
Weekly. Average 1905,226.718. Smith & Thomp- 
son, Reps., New Yori and Chicago 

York. Dispatch and Daily. Average for 1905, 
18,551. Enters two-thirds of Yori homes. 


RHODE {SLAND. 


Pawtueket. Evening Times. Average cir- 
culation, 16,839 Sor 1905. 


Providence, Daily Journal, 17.290 (@O). 
Sunday,20. 486 (OO). Evening Bulletin 87. 886 
averaye 1904. Providence Journai Co.. pubs. 


Weaterly. Sun. Geo. H. Utter, pub. Aver. 1905, 
4.467. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Oharieaton, A gael Post. .ictual dy. aver- 
age for 1905, 4.8 


Coiumbla, State, Actual aver- 

age sor 1905, daily 9.582 copies 

GUA (OO); sem:-weekly, 2,625, Sunday 

05, 11.072 (OO). Actual average 

UA uly to Dec. 31. 705, daily 10,1533 
Sunday 11.524. 


TEXAS. 

Denton, Record and Chronicle. Daily av. 
195,947. Weekly av.. 8,141. The daily and 
weeiclu reach nearly 80 per cent of the tax paying 
families of Denton county. 


El Paso. Herald. Av.’04, 4,211; June’05, 5,080. 
Merchants’ canvass showed HERALD in 80¢ of El 
Paso homes. Only E! Paso paper a to Roll 
of Honor. J.P. 3mart, 150 Nassau St., 


San An ‘an Standard, weekly Average for 


1904, 2.90 
TENNESSEE. 


Knoxville Journal and Trib- 
une. Daily average year ending 
Dec. 31, 1905. 18.018 » (RD. Weekly 
Atala average 1904, 14.513 

AN One of only three papers in 
TEED the South, and only paper in 
Tennessee awarded the Guarantee 
Star. The leader in news, circula- 

tion, influence and advertising patronage. 


Pebble Banner, daily. Aver. for year 1908, 
R.772: for :94, 20.708. Average March, 
April. May, 1905, 31.387. 


Memphia, Commercial Appeal, daily. Sunday. 
weekly. Average st 9 mos, 190: ae ly 39.120. 
Sunday, 55.497. weeilu, S81. & 


Thompson, Representatives N. Y. 
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January Advertising 
in Memphis 


Commercial Appeal 


Local Foreign Classified Tot. In. 
1906 23038 5,896 8,826 37,760 


Total for January, 1905, 30,452 
Gain over January, 1905, 7,308 


News-Scimitar 
1%6 12,047 2,520 4,590 19,157 


Total for January, 1905, 24,837 

Lost from January, 1905, 5,680 

Excess of COMMERCIAL APPEAL 
over News-Scimitar: 








Local Foreign Classified Total 
1,991 3,376 4,236 18,603 
SUMMARY. 


The CommerciAL APPEAL carried almost 
1oo per cent more advertisers in January, 1906, 
than the A\ews-Scimitar, same number of 
ae ype ose days. The CoMMERCIAL APPEAL’s 
ocal advertising was 4,000 inches more than 
the combined local and foreign advertising of 
the News-.cimitar, The CcoMMERCIAL Ap- 
PEAL gained 30,452 inches as against January, 
1905, while the MNews-Scimitar lost 5,680 
inches. 


THAT TELLS THE STORY! 


VERMONT. 


Barre. Times, daily. F. EK. Langley. Arer. 1905, 
8.527, for last six mouths, 1905, 8.691. 
Burlington. Daily News, evening. Actual 


daily average 1904, 6.018 ; 195, 6.886; December, 
1905, 7.491. 








Burlington. Free Press. Daily av. ’04, 6.682 ; 
05, 6.558. Laryest city and State circulution, 
Examined by Assoc’n of American Advertisers. 


~on 


Rutland. a Average 1904, 3,527. Av- 
oe 1905, 4.286 


nea Messenger, daily. Actual average 
a" 1905, 3,051. 


VIRGINIA. 
Norfolk. Dispatch. Arerige 1904, 9.400; 1905, 
11,660, Dec., ‘0sav 12.656, Largest circu’ n 


Norfolk. Landmark (@©). Leading home 
paper. Circ. genuine. Nopads. VanDoren, Sp’l. 


Richmond. News Leaaer, afternoons. Actual 
daily average 1905, 29.543 (see American News 
paper Director). It, has no equal im pulling 
power between Wi ashinaton and Atlanta. 

RL iehm ond, Times-Dispatch, 

—- 
actual daily average wear end- 
GUAR ing December. 1905, 20.376. High 
price circulation with no waste 
i to or duplication. In ninetu per cent 
of Richmond homes The State 

paper. 
d WASHINGTON. 

Olympia. Recorder—evening. Just increased 
to 6 pages daily, 12 pages Saturdays. 

Tacoma. Ledger. Daily tr gf 1905,15.3443 
Sunday, 20.385: weekly, 9.642 


Tacoma. News. Fay arerage 5 months eud- 
ing May 31,16,82%. Saturday issue, 17,495. 














PRINTERS’ INK. 


WEST VIRGINIA. 


Parkersburg, Sentinel, ome. R. E. Hornor, 
pub. Average for / 94, 2.820 


Wheeling, News. Daity paid cire., 11,196, 
Sunday paid cire., 11,887, For 1905. Guaran- 
tees a paid circulation equal to any other two 
Wheeliny papers combined. 


WISCONSIN. 
Janeaville. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905, duily 8.149: semi-weekly 8,059, 


Madison, State Journal, dy. Circulation aver- 
age 1905,8,.452. Onlyasternoon paper. 


Milwaukee. Evening Wisconsin, d’y, Av.1905, 
26.648 (©©0). 


Oshkosh. Northwestern. daliy. Average for 
1904, 7.231. First eiuht months 1905, 7.608, 


Milwaukee. The Journal. Ar- 
erage 1:05, 40.51%. The pad 
A daily circulation of The Mil- 
Aleta waukee Journal is double that 
AN of any other evening and more 
TEED than is the paid circulation of 
any Milwaukee Sunday news 
paper. 


Ty WISCONSIN 
ia} 





Racine. W is.. Est.1877;0nly Wie 
consin pope, whose circulation 
GUAR 1s guaranteed by the Am, News- 


AN paper Directory. Actual weekly 

aA) ar erage J Sor 1904.87.24: for 1905, 
41 N. Y. Office. Temple 
ae “yw. C. Richardson, Mgr. 
WYOMING. 


Cheyenne, Tribune. Actual daily average net 
for 1905, ai, 


BRITISH COLUMBIA. 
Vancouver. Province. daily Average for 
1905, 8.687; Jan.. 1966, 9.367. H. DeClerque, 
U. S. Kepr., Chicago and New York. 
Vietoria. Colonist, daily. Colonist P. & P. 
Co. Aver. for 194, 48.56 (3) ; for 1905, 4.802, 


MANITOBA, CAN. 


Winnipeg. Free Press, daily and weekly. Av- 
erage for 195. dat.y. Be.045: weeny, 15.654. 
Daily, January, 1906 











2.36 

Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly Reaches 
al! the Ge sey speaking population of 200,000— 
its exclusive field. Arerage Sor 1905, 18,6823 
FOR LAST SIX MONTHS, 15.718. 

Winnipeg. Telegram. Duily av 05, 18,707; 
last three mouths 20,577, (Sat. 23,000), 


NEW BRUNSWICK, CAN. 
St. John, Star. Actual daly average for 
Octover, November, December. 1904, 6.091. 
NOVA SCOTIA, CAN. 
Malifax, Herald (O©@) and Evening Mail 
Circulation, 1905, 15,5538. Flat rate. 
ONTARIO, CAN. 
Toronto. Canadian Impiement and Vebicle 
Trade, monthly. Arerage Sor 195, 6,088. 


Toronto, The News. Sworn arerage daily 
circulation for year ending Dec. 30, 1905, 88,282. 
Advertising rate é6c c. per inch. Flat. 


Toronto. Star, “daily. ily. Daily average Jan- 
uary, 1906, 41,855. 
QUEBEC. CAN. 


Montreni. La Presse. La Presse Pub. Co. 
Lta., publishers. .ictual average 1904. daily 
80,259; ‘Av. Mar., 05, 95.826. Sat.. 118.892. 


Montreal. ~~; dy. &-7. Graham &Co, At, 
for 194 dy. & . 125.240, Av. for 1905, 





dy. 58.1253 ns trea. B07. 


Sherbrooke. Daily Record. Average 1905 
6,152: December, 1905, 6,658. 
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(ee) GOLD MARK PAPERS@@ 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
per Directory, one hundred and twelve are distinguished from all the others by the so-called gold 


marks (© ©). 


Apnouncements under this classification, from publications having the gold marks in the 


Directory, cost 20 cents per line 
$20.80 Lor a tull year, 10 per cent 


yer week, two lines (the smallest aavertisement accepted) cost 
iscount, or $18.72 per year spot cash. if paid wholly in advance. 





WASHINGTON, D.C. 

THE EVENING AND SUNDAY STAR (@O). 

Reaches 90% of the Washington homes. 
GEORGIA, 

ATLANTA CONSTITUTION. Aver. 1905, Duily 
88,590 (OO), Sunday 4%,731, Wy,'04, 107,925. 
ILLINOIS. 

GRAIN DEALERS JOURNAL (@©0). Chicago 

Largest circulation, best in point of quality. 

BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark’ baxing journal Oldest, largest. best 
known. Subscribers iv every State and Territory. 

TRIBUNE (© ©). Only pauper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER - JOURNAL 
Best paper in city ; read by best people. 

MASSACHUSETTS, 

BOOT AND SHOE RECORDER, Boston (© ©) 
greatest trade paper; circulation universal. 

BOSTON PILOT (O©), every Saturday. Koman 
Catholic. Patrick M. Donavoe, manager. 

BOSTON EVENING TRANSCRIPT (@©). estab 
lisned 1830. ‘The only gold mark dai.y in Boston, 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America. 

TEXTILE WORLD RECORD (QO), Boston. is 
the “bible” of the textile i:dustry. Send for 
booklet. ‘The Textile Mill Trade.” 

WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(OO) yy Minn ; $3 per year. Covers 








(© ©) 


milling and flour trade all over the world. The 
only “Gold Mark” milling journal (OO). 
NEW YORK. 
THE NEW YORK TIMES (© ©). Over 100,000 


metropolitan circulation. a 

BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influence and prestige. 


THE CHURCHMAN (@©)._ Fst. 1844; Satur- 
days; Protestant-kpiscopal. 47 Lafayette Place. 


VOGUE (©®). the authority on fashions. Ten 
cents a copy; $4a year. 11-13-15 l. 24th St... N.Y 


TH" IRON AGE (©O), established 1855. ‘The 
recognized authority in its representative flelds. 


ENGINEERING NEWS ( ).—An authority of 
the first order.—Tribune. Charleston, W. Va. 

E. News prints more transrent ads than all 
Other technical papers: 1% & 3c. a word. Try it. 


HARDWARE DEALERS’ MAGAZINK. 
In 1905, average 1ssue, 19,020 (O@). . 
D. 1. MALLETT. Pub.. 263 Broaaway, N. Y. 


STREET RAILWAY JOURNAL (@60). . The 
standard authority the world over on street and 
interurban railroading. Average weekly circu- 


lation during 1905 was 8,160 copies. 








NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. ‘Taese people read the 
CENTURY MAGAZINE 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. .A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 


ELECTRICAL W'/Ri.D (QO), established 1874. 
The great international weekly. The consolida- 
tion of the ELECTRICAL WORLD AND KNGINEER 
and AMERICAN ELECTRICIAN. Average circula- 
tion, 1905: ELECTRICAL WORLD AND ENGINEER 
{ err 13,702; AMERICAN ELECTRICIAN (month- 
¥), 17,917. 


OMmlO, 

CINCINNATI ENQUIRER (@©). Great—influ- 
ential—of world-wide fame. Best advertising 
meaium in prosperous Middle West. Rates ana 
information supplied by Beckwith, N.Y.-Chicago. 

PENNSYLVANIA, 

THE PRESS (©) is Philadelphia's Great 
Home Newspaper. it 1s on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
par er Average for year 195—Daily, 106,600; 

junday average January, 1906, 147,665. 


THE PUBLIC LEDGER (© ©)—Inderendence 
Halland Public Ledger are Philadelphia's land- 
marks; only paper ailowed in thousands of Phila- 
delphia homes Circu'ation now larger than in 
70 years. PUBLIC LEDGER gained 1,365 columns 
advertising in five months ending Dec. 1st, 1905, 
over same period 1904. 


THE PITTSBURG 
©o DISPATCH ©® 


The newspaper that judicious advertisers 
always select first to cover the lich. pro 
ductive. Pittsburg fieid. Only two-cent 
morning paper as:uring a prestige most 
profitable to advertisers. wargest home 
delivered circwation in Greater Pittsburg. 














SOUTH CAROLINA. 


THE STATE (©©), Columbia, S. C. Highest 
quality, largest circulation in South Carolina. 


TENNESSEE. 
THE TRADESMAN (©©) Chattanooga, Tennes- 
see; semi-monthly. ‘lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes, 


WISCONSIN, 

THE MILWAUKEE EVENING WISCONSIN 
(OO). the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation 15.558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading, from papers of the 


requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smailest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid whoily in advance. 





CALIFORNIA, 

é ets BILLBOARD for musicians, vovalists and 

lecturers. San Francisco, 37 Phelan Bldg., 
806 Market St. 

CULOKRADO, 

{pes Denver Post, Sunday edition. Feb. 25, 

1996. contained 5,463 different classified ads, 
a total of 116310 columns. “the Post is the big 
Want medium of the Rocky Mountain region. 
The rate tor Want advertising in the !’OsT 1s 4c. 
per line each insertion. seven words tothe line. 


CONNECTICCT. 

V ERKIDEN, Conn.. RECORD covers fleld of 50.000 
o population ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,” 
etc.. half cent a word a day 

DIST Kier “Or COLUMBIA, 
ee EVENING and SunpaAy STAR. Washington. 

. (@ ©). carries DOUBLE the number of 
WANT Ase of any other paper. Rate lc. a word, 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
/ Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 









ILLINOIS. 
fNiiE Champaign News is the leading Want ad 
medium of Centra! Eastern Lilinois. 


T= BILLBOARD for privilege men and con- 
cessionaires, CHICAGV, 878, Clark, Room 61. 


eee (111.) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 





GO NEARLY everybody who reads the Eng- 
pt lish language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Review. and that’s why the DAILY NEws is Chi- 
cago's **want-ad” directory. 


INDIANA. 
HE MARION LEADER is recognized as the best 
result getter for want ads, 


T HE Terre Haute STaR carries mure Want ads 
than any other Terre Haute paper. Rate, 
onecent per word. 


HE Muncie STaR is the recognized Want ad 

medium of Muncie. It prints tour times as 

much classified advertising daily as all other 
Muncie dailies combined. 


i bier Star League. composed of Indianapolis 
STAR. Muncie STAR and Terre Haute STAR; 
general offices. Indianapolis. Rate in each. one 
cent per word; combined rate, two cents per 
"*Q‘HE Indianapolis NEws during the year 1905 
printed 96.982 more classified advertise- 
ments than all other dailies of indianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that time 


URING the month of October. 1904. the In- 
dianapolis STAR published 55.870 unes of 
classified advertising. In October. 1905, it pub- 
lished 88,214 lines. a gain of 32,344 lires. If STAR 
want ads did not pay, the report would have 
been different. 


1OWA. 
qpHE Des Moines CapiTaL guarantees the lar- 
gest city and the largest total circulation 
in lowa, ‘The Want columns give splendid re- 
turns always. ‘The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


aS Des Moines REGI ER AND LEADER; only 

morning paper; ct arries more “want’’ ad 
vertising a. any other lowa newspaper. One 
cent a word 











MAINE. 
le Kk EVENING EXPRESS Carvies more Want ads 
than all other Portiand dailies combined. 





MARYLAND. 
(lee Baltimore News carries more Want Ade 
than any other Baltimore daily It is the 
recognized Want Ad medium ot Baltimore 
MASS AC HUN. SETI S, 
aga BOSTON EVENING TRANSCRIPT is the lead 
ing educational medium in New England. 
jt prints more advertisements of schools anda in 
structors than all other Boston dailies combined, 






f ye BOSTON GLOBE, daily and Sunday, in 
1905, printed a total of 427.227 classified ads 
There were no trades, deals or discounts. There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905, 


25 » CENTS for 30 words, 5 days. 
DatLy ENTERPRISE, Brock 
GUA ton. Mass., carries solid page 
TE ED Want ads. Circulation exceeds 
* 10,000. 
MICHIGAN, 

SAGINAW CouRIER-HERALD (daily), only Sun 
kK day paper; result getter; circulation in ex 
cess of 13,500; le. word; ’e subsequent. 

MI N N E SUTA, 


HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis. 





lige MINNEAPOLIS TRIBUNE 1s the oldest Minne- 

apolis daily and has over 100,600 subscribers, 
whicb is 30,000 odd each day over and avove any 
other Minneapolis daily, its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, than any other evening paper. 
It publishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day). no free ads; price covers botn 
morning an? evening issues. Rate, 10 cents per 
line, Daily or Sunday. 


‘(HE ST. PAUL DISPATCH IS ALL YOU NEED 

in St Paul for Want Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily net printed 
and sold circulation of the St. Paul DIsPaTcH 
for year 1905 was 60,563—no returns allowed. It 
is the only newspaper of its circulation in St. 
Paul or Minneapolis that charges full rates for 
all classifications of want ads. The 1905 want 
advertising shows an increase of 218,400 lines 
over 1904. Seven telephone trunk lines assist in 
receiving local classified business, 

















JOURNAL carries more clas- 
ing than any other Minne- 
No free Wants and no objec- 
Circulation. 1903, 57,039; 1904. 
January daily average. 68,815. 

NDA URNAL Circulation for January, 
1906, ‘on as fotlows: Jan. 7, 63,155; Jan. 14. 63,750; 
Jan. 21, 64,182; Jan. 28, 67,501. 


MISSOURL, 
{E Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, 15c. 
MONTANA, 
(he Anaconda STANDARD is Montana’s great 


“Want Ad” medium; ic.a word. Average 
Sunday, 13,888. 


7 Minneapolis 
sifled advert 
apolis newspaper, 
tuonable Wants 
a 67,588 








circulation (1995), 11.144; 


NEBRASKA, 
¥ INCOLN JOURNAL AND NEWS. combined cir- 
Au culation over 27,000. Cent a word. 





NEW JERSEY. 
I AILY ENTERPRISE, Builington—Want me- 
dium of the county; lc. word; results sure, 


K LIZABETH DaILy JouRNAL—Leading Home 
4 paper: 10 to 24 pages. Only “Want” Med- 
tum, Cent-a-word. Largest circulation. 


NEWARK. N. J, FRkIE ZEITUNG (Daily and 
1 Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month, 
NEW YORK. 


EAGLE has no rivals in 


sl E 
classified business 


‘\HE Post-ExPREss is the best afternoon Want 
ad-medium in itochester. 


LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 

(lees BILLBOARD for actors, actresses and 

performers. New York, 1440 B’way, Kkoom 8. 


[DAILY araus. Mount Vernon. N.Y. Great- 


est Want ad medium in Westcbester County. 


UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo ana the 
premgons Want Medium in the State, outside of 
New York City. 
Ts Times-UNION, of Albany, New York. Bet 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
guarantees a circulation greater than all other 
daily papers in that citv. 
PRINTERS’ INK, published weekly, The rec- 
ognized and leading Wantad medium for 
Want ad meaiums. mail order articles, aavertis- 
ing noveities, printing. typewritten circuiars, 
rubber stamps, cflice devices. adwriting, half 
tone making, and practically anything whicn 
interesis and appeais to advertisers and pusi- 
hess men. Classified advertisements. 20. cents 
a line per issue flat : six words toa line, Sample 
copies, ten cents. 


NORTH DAKOTA, 
YRAND FORKS HERALD. Circ. Sept. ’05, 6,515. 
¥ txam) este by / . A.. June ’05, Biggest 
Daily in N. La Coste & Maxwell, N. Y. Rep’s. 


OMLO. 


OUNGSTOWN Vinpicator—Leading Want” 
medium, le. per word. Largest circulation. 


‘ee BILLBOARD for street men, sidewalk 
: salesmen, drifters and itinerant merchants 
inalllines. Aithough essentially and primarily 
atheatrical and amusement Jour: nal, the demon- 
Strating salesmen and pedd of the sidewalks 
have also claimed it for their ‘own. Practically 
every one of them in America reads it regularly 
every week; 15 cents ver line flat 

Address THE BILLBOARD Pt UBLISHING G Cu.., 
Cincinnati, O. 


Brooklyn’s 

















OKLAHOMA. 
HE OKLAHOMAN. Okla. City. 11.980. Publishes 
more Wants than any four Okla.competitors, 
OREGON. 


ORTLAND JOURNAL, Daily and Sunday, 
leads in “Want ads.” as well as in circula- 
tion, in Portland and in Oregon, 
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PENNSYLVANIA. 
Ts Chester. Pa.. TIMES carries from two to 
five times more classifled ads than any 
other paper. 


Y DON’T YOU PUT IT IN 
THY PHILADEL PHIA BULLETIN 
Want Ads. in THE BULLETIN. bring 
prompt returns, because “in Phila- 
delphia nearly everybody reads 


THE BULLETIN 
Net paid daily average circulation for 
the year 1905: 
211,134 copies per day. 


(See Roll of Honor column.) 





TEXAS. 
HE EVENING TRIBUNE, Austin. Texas. Paid 
city circulation 1,800. Outside circulation 


400. One cent a word. 


VIRGINIA, 
T= {EWS LEADER, pul)!ished every afternoon 
except Sunday, Kichmond. Va. Larges 

circulation by long odds (28,575 aver. 1 year) and 
the recognized want advertisement medium ip 
Virginia. Classified aavts., one centa word per 
insertion. cash in advance; no advertisement 
counted as less than 25 words; no aisplay. 





BRITISH COLUMBIA. 


TICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 





est Want Ad medium on the Canadian Pacific 
eT eanaee W, Clarence Fisher, 684 Temple Court 
Bldg., N. Y., Special Eastern Agent, 


CANADA. 


(SHE Halifax HERALD (@©) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 

A PRESSE, Montreal. Largest daily circula- 

tion in Cansca without exception. (Daily 

95.825. Saturdays 113.892—sworn to.) Carries more 

wantaasthan any French newspaper in the world 





MV\HE DaiLy TELKGRAPH, St. John, N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads oue cent a word. 
Minimum charge 20 cents. 


if Maes Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FiMILY HERALD AND 
WEEKLY STAR Carries more \\ ant advertisemeuts 
than any oiher weekly paper in Canada. 


f [aie Winnipeg Fre PRESS carries more 
Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal) the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 
———— 

A coop business man buys the best 
goods he can get for his money. Why 
not the best advertising.—Rhode Island 
Advertiser, 








+r 


Don’t depend too much on the value 
of advertising methods. It’s the man 
behind the methods that counts.—Rhode 
Island Advertiser. 

—o>—___—— 

Wuat ought or ought not to be said 
in an ad can best be d¢termined by 
answering the question: “Does what I 
am saying help the store?” If you 
find on reflection that anything you 
have said it not positively helpful, leave 
it out.—Rhode Island Advertiser. 
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AN ELECTRICAL 





ELECTRICAL WORLD AND ENGINEER. 


Founded 1874. 


A technical, scientific, electrical weekly—trecognized 
everywhere as the foremost authority in the electrical field, 7 eng 
Average circulation for 1905, 13,702 copies per week. } 


In January, 1906, these two la 
papers were ¢ 


which thus 
technical journal, not only in the ee 


The new ELECTRICAL WORLD is pre-eminent among electrical papers Th 
in circulation, prestige, quantity and quality of reading matter, and amount and } twice th 
character of advertising. the 4m 

The publishers guarantee that the number of copies circu'ated of the ELEC Th 


TRICAL WORLD during 1906 will exceed the total combined circulations § imposin 
of the Electrical World and Engineer and American Electrician for 1905. j lished, 
The practical, technical, commercial and news features characteristic a of the y 
these two great journals have been combined in a periodical which appahg TRICA 
as no paper has ever done to every intelligent man engaged in electric chasers ¢ 
work. therefore 
The advertising rates of the ELECTRICAL WORLRre the 
technical journal in the world. 
Thus the advertiser seeking electrical business reg More | 
effectively in the ELECTRICAL WORLD than would be ible th 


PUBLISHED 'EKLY By 


McGRAW PUBLBING 
114 Liberty #*, New 
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R. THE AMERICAN ELECTRICIAN. 


Founded 1890. 
d A monthly journal of practical electrical and steam 
field, 7 engineering with the largest electrical circulation in the world. 
Average circulation for 1905, 17,917 copies per month. 






est and most important electrical 
tbolidated into the 


he le rical field but in all trade paperdom. 


cal papers The old Lvectrical World and Engineer regularly printed per week more than 
nount and } twice the number of pages of advertising carried by any other electrical paper except 
the American Electrician, which ranked first among the monthlies, 

» ELEC: The advertising in the new ELECTRICAL WORLD presents the most 
ncaa imposing array of rc presentative electrical announcements which have ever been pub- 
7 lished, Five hundred and sixty-nine advertisements were printed in the first issue 
teristic di of the year. As a result of the volume of advertising wh‘ch it carries, the ELEC- 
h appes§ TRICAL WORLD forms by far the most valuable buyers’ directory for the pur- 

electria!' chasers of electrical apparatus and supplies of all kinds. No other electrical journal, 
therefore, is within disputing distance of its importance as an advertising medium. 





WOR | re the lowest per thousand circulation of any high grade 


sg real more buyers per dollar expended, and reaches them more 
uld be @sible through any other paper. 
LISHED RLY BY THE 


UBLEING COMPANY, 
iberty #*t, New York. 
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THE PRINTERS’ INK PUBLISHING 
COMPANY. Pubiisners. 


(@ Issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time. will 
be put down for one year eacn and a larger num- 
ber at the same rate. Five cenis acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply baci 
numbers, if wanted in lots of 500 or more. but in 
all such cases the charge will be five doliars a 
hundred. 

aannnnm 
ADVERTISING RATES. 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3): 200 lines to the page ($40). 

For specitied position selected by the ver- 
tisers. if granted, dounle price is demanaed. 

Gn time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, guarter or year may 
be discontinued atthe pleasure of the advertiser, 
and space usea paid for pro rata. 

Two lines smallest vertisement taken. Six 
words make a line. Pap 

Su ead appearing as reading matter is in- 

ree. 


all advertisements must be handed in one 
week in advance. ’ 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, 1f demanded. 

CHARLES J. ZINGG. 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 

London Agent. F.W. Sears.50-52 Luagate Bill.EC 


NEW YORK, MARCH “fi 1906. 











PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





GEORGE Rocers, after several 
years with the Times-Dispatch, 
Richmond, Va., has been appointed 
advertising manager of the Even- 
ing Journal, that city. 





Tuomas W. DeAtey, who sev- 
eral weeks ago resigned from the 
staff of the News, Galveston, 
Texas, owing to ill health, died 
February 15, at Mineral Wells, 
that State. Mr. Dealey had been 


in the employ of the Galveston 
News more than a quarter cen- 
tury, and upon his resignation was 
given valuable testimonials for his 
service by the directors 
paper. 


of the 
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WiiAM B. Riker, well known 
as the head of several drug stores 
in New York, and a prominent 
advertiser, died at his home in 
this city February 22, at the ad- 
vanced age of eighty-five years. 
He retired fifteen years ago, and 
the business is controlled by his 
son, William H. Riker. 





SomME excellent single-column 
advertisements for the State 
Street Trust Company, Boston, 
are running in the papers of that 
city, calling attention not only to 
general conveniences at the com- 
pany’s main banking rooms, but to 
its Back Bay ‘branch, recently 
established. The typographical 
display is markedly effective, and 
is in charge of the Boston Print- 
ing and Advertising Company. 





- 


THREE pointed, brief booklets 
about the importance of having 
good refrigerators, come from the 
McCray Refrigerator Co., Chica- 
go. One goes to persons building 
apartment houses, and compares 
fine refrigerators with fine mantels 
and similar fittings. | Another 
shows that the refrigerator is 
worthy of as much care in the 
home as the piano, for the family’s 
health depends on it. The third 
brochure is general. 





A MAN’S SIZE AGATE RULE. 


Louis Rommel, Jr., 61 Mer- 
chant street, Newark, N. J., sends 
the Little Schoolmaster a specimen 
of an agate measure he has devised 
for general sale. This novelty is 
lithographed on tin, because Mr. 
Rommel has found that celluloid 
has great shrinking qualities, and 
agate measures of that substance 
are not guaranteed accurate by 
makers. Besides measuring 126 
lines of agate, this rule has meas- 
ures for nonpareil, brevier, long 
primer, pica and english, both lead- 
ed and solid, as well as proofread- 
ers’ marks, table of the point sys- 
tem, rule for determining space 
ad will occupy, words to square 
inch of space and other ready rules 
that help in the preparation of ad- 
vertising. It is an excellent tool. 




































ABANDONING thé conventional 
form of the mail-order catalogue, 
the Mitchell Dry Goods Company, 
Kansas City, Mo., has established 
a quarterly publication somewhat 
resembling the Associated Sunday 
Magazine in size and cover, con- 
taining seasonable mail items for 
the Western and Southern trade. 
The form is not only novel, but 
the publication is perceptibly 
lighter to mail—a big considera- 
tion with a large list. 





PEORIA AD CLUB DINNER. 


At a recent dinner of the Ad 
Club, Peoria, Ill., the chief speaker 
of the evening was Dr. J. W. 
Parker, who in an address on “Ad- 
vertising from a Medical Stand- 
point” favored advertising by phy- 
sicians as a form of information of 
benefit to the public. Judge P. S. 
Post, of Galesburg, Ill, talked of 
trademark law. L. Ph. Wolff, edi- 
toria of the Peoria Die Sonne, and 
Raymond Kahn, of St. Louis, were 
also speakers. 





SOUTHERN AD CLUB 
MEETS. 


At a recent meeting of the Ad- 
vertising Men’s Association of 
Birmingham, Alabama, R. E. 
Murphy, of the Murphy Advertis- 
ing Agency, that city, was elected 
treasurer. Charles Z. Daniel, ad- 
vertising manager of J. Blach & 
Sons, is president, and Thomas 
W. Fahey secretary. The club 
has twenty members, and the fol- 
lowing Birmingham firms are 
represented : 

Loveman, Joseph & Loeb, J. Blach & Sons, 
J. D. Collins, John W. O'Neill & Co., Ferd 
Marx, Caheen Brothers, Klotz & Goldman, 
Birmingham ‘Trunk Factory, Cable Piano 
Company, Cox Shoe Company, Collier Drug 
Company, W. R. McGavock, Louis Saks, 
Louis Pizitz, E. B Norton, Jobe Rose 
Jewelry Company, Sommer Tailoring Com- 
pany, Shropshire & Daniel, J Lowinsohn, 
Drennen & Co., Birmingham Realty Com- 
pany, American Trust and Savings Company, 
Birmingham Railway, Light and Power Com- 
pany, Jemison Real Estate and_Insurance 
Company, John L. Parker, Ben M. Jacobs 
and Bros.. T. V. Boardman, The Racket Store, 
Citizens’ Savings Bank, Burger Dry Goods 
Company. Simpson-Johnson Company, Dos- 
ter-Northington Company, Steele-Smith Dry 
Goods Company, T. C. King, 
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A MAN who thinks he knows what 
he is talking about asserts that the 
Lewiston, Me., Lvening Journal is 
the best newspaper in that State. 


THE advertising department of 
Dr. David Kennedy’s Sons, 
Kingston, N. Y., has been given 
in charge of Carl F. Heybruck. 





JOHN SEBASTIAN LEAVES 
THE ROCK ISLAND. 


After twenty-six years in the 
service of the Rock Island Rail- 
road, John Sebastian, passenger 
traffic manager, has accepted a sim- 
ilar position with the Frisco and 
Chicago & Eastern Illinois systems. 
Mr. Sebastian has been passenger 
traffic manager of the Rock Island 
since January, 1903, and his two 
new appointments place him in 
charge of the passenger business of 
more miles of railroad than any 
other man. The systems over 
which he is now in charge comprise 
an aggregate mileage of more than 
16,000 miles of railroad. Mr. Se- 
bastian has been in the railway 
service since 1869. His birthplace 
is Newport, Ky., where he was 
born Jan. 28, 1849, and his home is 
at 1005 Forest avenue, Evanston. 


CONSULT WITH A FIRST 
CLASS ADVERTISING 
AGENCY. 


ToPEKA, Kan., Feb. 26, 1906. 
Editor of Printers’ INK: 

I contemplate advertising a drink 
cure—-one that can be sent through the 
mails, It is a really efficacious medi- 
cine and can be guaranteed. I would 
like to know what would be the min- 
imum cost of getting this ‘‘on its feet,” 
also what your charges are for placing 
the ads. To repeat what is the least 
amount of money I can put into this 
and expect to make it coin. I might 
add that I wish to conduct a mail-order 
business, not sell through the medium 
of the drug stores. The medicine is 
in form of tablets and sells for two 
dollars. Yours truly, 

H. E. Krnear. 





719 Quincy St. 

PRINTERS’ INK does not place ad- 
vertisements, and it does not especially 
recommend any one particular adver- 
tising agency. All advertising agents 
of character read the Little School- 
master, and some may feel like assist- 
ing the above correspondent with 
counsel, 
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On May 1, the Chicago Journal 
will occupy a new building speci- 
ally remodeled for it at 117-123 
Market street, that city. 

J. C. Butt, who has just taken 
hold of the advertising and pub- 
licity departments of the new 
Gunter’s Magazine, under the 
unique name of “Mr. Barnes of 
New York,” is well known to New 
York magazines and newspaper 
journalism. For some years he 
was a reporter on the New York 
World, the New York Tribune 
and the old Mail and Express. 
Later, he was associate editor of 
Munsey’s Magazine. But adver- 
tising offered greater induce- 
ments, and Mr. Bull took up ad- 
vertising work with Mr. Hazen, 
of the Century Magazine. Two 
years as New England represen- 
tative of Scribner’s Magazine fol- 
lowed. The past year Mr. Bull 
has represented Everybody's 
Magazine in the New England 
and New York State territories. 


STRONG GROUP OF GERMAN 
PAPERS. 


A new corporation headed by 
George Brumder, of Milwaukee, 
known as the Germania-Herold 
Association, recently acquired and 
consolidated the Herold and Ger- 
mania Abend-Post of that city. No 
change is to be made in these pa- 
pers, the Herold appearing morn- 
ings and the Abend-Post after- 
noons. Mr. Brumder is at the head 
of corporations publishing the 
Weekly Germania. Milwaukee, the 
Chicago Rundschau and Deutsche 
Warte, the Haus und Bauern Fre- 
und, the Germania Kalendar, the 
Lincoln, Neb.,Freie Presse, the Mo- 
dernes Journal, Milwaukee, and the 
Zeitung, of Sheboygan,.Wis. He 
came to this country fifty years ago 
from Germany, and from a place at 
a carpenter’s bench worked up to 
the ownership of a printing office, 
then the control of the Milwaukee 
Germania, which was a losing prop- 
erty until he took hold of it, and 
then by degrees to the ownership 
of what is probably the most im- 
portant group of German papers 
in this country under one control. 





DEAD IN S ST. LOUIS. 


The passing 1g of the trading 
stamp fake was emphasized in St. 
Louis the other day by the seizure 
by the sheriff of the stock of the 
St. Louis Trading Stamp Associa- 
tion, at 417 Seventh street. It is 
said that upwards of three hun- 
dred stores in St. Louis used these 
stamps and that at least twenty- 
five thousand St. Louis women 
were saving them. Crowds of the 
disappointed surrounded the place 
and bewailed their hard lot. 





A. N. P. A, MEETING. 





Routine ‘business occupied the 
time of the American Newspaper 
Publishers’ Association at the con- 
vention in New York during the 
week of February 18. Out of 
thirty or nore topics set for dis- 
cussion some were of importance 
to advertisers and agents. The 
advertising agents’ list was com- 
pletely revised and some agents 
dropped, it is said. The right to 
refuse cut-rate patent medicine 
advertising, as a means to help 
propriet ary manufacturers main- 
tain gross pfices, was also dis- 
cussed. The flat rate came up for 
debate, and also the question as to 
whether it is right to allow one 
advertiser to attack another in a 
newspaper’s advertising columns. 
The election of officers and direc- 
tors was practically a re-election, 
the following being the direc- 
torate for this year: 

President, S. S. Rogers, Chicago Daily 
News; vice-president, W. L. McLean, Phila- 
delphia Bulletin; secretary, Herbert F. Gun- 
nison, Brooklyn Hage; treasurer, Edward P. 
Call, New York Commercial, Frank P. 
Glass, Montgomery Advertiser, director in 
place of H. H. Cabaniss, and William H. 
Self, of the Pittsburg 7zmes, in place 
of Joseph T, Nevin. Charles W. Knapp. St. 
Louis Republic, and Hilton U. Brown, Indian- 
apolis Aezs, succeed themselves. Directors 
who hold over: C. W. Hornick, San Fran- 
cisco Chronicle; S. P. Weston, Seattle Post- 
Intelligencer; Charles H. Taylor., Jr., Bos- 
ton Globe. 

The meeting closed with the 
usual dinner at the Waldorf on 
February 22, more than 300 at- 
tending what was the largest af- 
fair of the kind in the history of 
the organization. 
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A. J. SANDEGARD, for two years 
advertising manager of the Re- 
cord, Fort Worth, Texas, has 
been made business manager of 
that paper, succeeding C. 
Hutchinson, who resigns to enter 
other lines. 





“SHOEPRINTS of the Ages” is an 
odd booklet from the George E. 
Keith Co., Brockton, Mass., il- 
lustrating shoes of ancient and 
medieval times, with short chap- 
ters on the history’ of shoes. The 
whole winds up with the firm’s 
own current styles. The matter 
is interesting, but it would seem 
that more space might have been 








given to Keith goods. The test of 

such advertising is in results, 

however. 

WILLIAMSPORT’S CIVIC 
LITERATURE. 


During 1905, according to a re- 
port issued by the Board of Trade 
of Williamsport, Pa., the four 
newspapers of that city published 
2.000 columns of municipal adver- 
tising, more than a dozen new 
manufacturing plants were secured 
by the organization, and an ex- 
tensive distribution of advertising 
matter pertaining to the city was 
made. Following is a list of the 
board’s publications for the year: 


Third edition of 5,000 copies of address by 
C. La Rue Munson, Esq., ‘‘Public Spirited 
Williamsport.” This, as all those hereafter 
referred to, is maintained asa standard publi- 
cation. 

Th'rd edition of 5,000 copies of address by 
Hon, John F. Laedlein, ‘Why Williamsport 
is the Ideal City for a Home.” 

Third edition of § 000 copies of address by 
Mr. N_ B. Budd, “Why Williamsport is an 
Ideal City for Manufacturing Purposes.” 

Second edition of 5,000 copies of ‘‘What the 
Banks of Williamsport Did.” 

Sixth edition of 5,000 copies of ‘‘What Wil- 
liamsport Did in One Hour."’ 

Annual report, “What Williamsport Did in 
1904,’ issued in booklet form, 4,000 copies. 

Quarterly Bulletin No. 20, 1,000 copies. 

A first edition of 2,500 copies of address by 
Tohn G. Reading, Esq., ‘‘Williamsport’s 
Banking Facilities and Financial Condition.” 

A third edition of 10,000 copies of the illus- 
trated folder was issued in improved form with 
contents up-to-date. 

No. 1 Williamsport button designed in 1903, 
meeting continued approval for the purposes 
for which it was adopted, a third supply of 
2,500 was secured, making a total of 12,500 of 
these buttons used since their adoption. 

No. 2 button isa design of this year, and a 
first supply of 2,500 was secured. 
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NOVEL TEST FOR COL- 
LARS. 


A 





The wings of ordinary collars are 
folded against the grain of the 
goods, according to the Washing- 
ton Shirt Company, Chicago. 
Wing collars sold by this concern 
are said to be folded with the grain. 
On that account they are guaran- 
teed to wear twenty-seven per cent. 
longer than others. Customers are 
not asked to take the company’s un- 
supported assertion for this “reason 
why,” but when purchasing a half- 
dozen of the collars are handed a 
small box containing a twenty-five 
cent outfit of indelible ink, a pen- 
holder and ball-pointed pen. With 
this outfit each collar is dated and 
marked every time it goes to the 
laundry, and the customer proves 
the proposition himself. This free 
marking outfit is extensively ad- 
vertised in Chicago street cars with 
double-space cards. 





LEADING TECHNICAL PA- 
PERS FILE CIRCULA- 
TION STATEMENTS. 


Below are noted a few of the 
leading technical and trade papers 
which have reported their circu- 
lation to Rowell’s American News- 
paper Directory for 1906. The 
figures in each case denote the av- 
erage number of copies printed, 
each issue, during 1905: 


WEE. cnkececanicues eocccccecss 244300 
American Machinist......... see SOSOP 
Hardware Dealers’ Magazine..... 19,020 
Bhectrical Werld..cccccccecsccccs 13,702 
Engineering Record............ se 12,349 


The American Electrician, with 
a circulation last year of 17,917, 
has been consolidated with the 
Electrical World, and the circula- 
tion of the latter will undoubtedly 
show a gain in 1906 over 1905. 

The American Machinist, Hard- 
ware Dealers’ Magazine and Elec- 
trical World have ‘been awarded 
the so-called Gold Marks, which 
are defined in the Directory as 
follows: 

(©) Advertisers value this paper 
more for the class and quality of its 
circulation than for the mere number 
of copies printed. Among the old chem- 
ists gold was symbolically represented 
by the sign ©.—Webster’s Dictionary. 
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THE New York Clipper has just 


issued its 54th anniversary num-. 


ber, containing fifty-six pages, 
within an attractive cover, 


BAN ON LEA & PERRIN’S 
SAUCE. 


Because of a trace of salicylic 
acid said to have been discovered 
in Lea & Perrin’s Worcestershire 
Sauce, the State Chemist of Min- 
nesota has prohibited its sale or 
importation into that State. This 
decision is regarded by the Na- 
tional Druggist as far-fetched. 
autocratic, and a grave injustice 
to a reputable food article which 
is damaged by evil publicity. 





OUTSIDE PAPERS IN DES 
MOINES. 


Many general advertisers have 
the impression that the newspa- 
pers of large cities, like Chicago, 
cover the small cities, such as Des 
Moines. To dispel this impres- 
sion, a false one, the Des Moines 
Capital has compiled the follow- 
ing estimates of circulation of all 
outside metropolitan papers in its 





city: 
Chicago papers—Daily..........++. 1,510 
Chicago papers—Sunday..... 7,000 
St. Louis papers—Daily ........... 500 
Kansas City papers—Daily and Sun- 

GRY cevsccscccen. 2.0000 seseenss 20 
Omaha papers—Daily and Sunday. . 20 
St. Paul and Minneapolis papers— , 

BPAY BNE BONAR. 400.2 <00000000: 20 


The showing made against the 
Capital’s circulation in Des 
Moines alone of 15,000 daily is, 
of course, insignificant. Chicago 
is 358 miles away, Kansas City 
225 miles, Omaha 145 miles, St. 
Paul and Minneapolis 298 miles, 
and St. Louis 340 miles. 
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CONGRESSMAN 


GOEBEL 
WOULD PROVIDE APPEAL 
FROM DECISION OF POST- 
MASTER GENERAL. 


Representative Goebel, of Cin- 


cinnati, being moved by many 
communications he has received 


bearing on the fraud order issued 
against the People’s United States 
Bank, of St. Louis, of which Ed- 
ward C. Lewis was president, in- 
troduced a bill in the House pro- 
viding for a radical change in the 
laws relating to the misuse of the 
United States mails, 

The existing statutes authorize 
the Postmaster-General to bar 
from the use of the mails persons 
who conduct a business which is 
shown t9 be fraudulent, and his 
ruling in the matter is final, 

Mr. Goebel’s bill proposes that 
there shall be an appeal from 
that official’s order, and_ that 
his decision shall not go into effect 
until after the case is passed upon 
by the United States Court, pro- 
vided at the time.the order is is- 
sued notice of an appeal is filed 
with the Postmaster-General. The 
bill provides that any person 
against whom a fraud order is 
issued eshall have the right within 
ten days to file his appeal to the 
District Court, which is empower- 
ed to hear and determine the case 
submitted to it, to modify or set 
aside any order issued by the de- 
partment. 








WHAT MADE IT FAMOUS. 


In 1869 Mr. Geo. P. Rowell began the publication of Rowell’s American News- 
paper Directory, the first serious effort ever made to ascertain and make known the 
circulation of newspapers for the information of advertisers. 


This useful book 

















became famous because of its policy of rating the circulation of papers honestly and 
without fear or favor. It cost Mr. Rowell many friends and made him many 
enemies; and it engendered many threats of libel suits, through its revelations, but 
no action against it was ever brought to trial. 

Chicago, Ill., Evening Post, February 17, 1906. 
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ART JOURNALS. 


The Metropolitan Museum of 
Art in New York City subscribes 
for the art journals mentioned be- 
low: 

American Antiquarian (bi-mo.), 
Chicago, I). : 
American Architect (wy.), New York City. 
American Fournal of Archeology (q.), 
Norwood, Mass. 
American Fournal of Semitic Languages 
(q.), Chicago, Ill. ; 
Camera W’ork, New York City. 
Record of the Past (mo.), Washington, D.C, 





“CONSOLIDATED.” 


After an attempt to put the In- 
dianapolis Sentinel on its feet its 
publishers decided to suspend it, 
and the last issue of this old daily, 
which has been issued as such since 
1854, and as a weekly since 1822, 
appeared Saturday, February 24. 
The Sunday issue of the Sentinel 
has been sold to the Indianapolis 
News interests, and the latter pa- 
per will now have a Sunday issue, 
known as the Sunday Morning 
News. This preserves to the city 
both its Sunday papers. The Sun- 
day Star has led in circulation in 
the Sunday field since its estab- 
lishment less than two years ago. 
The daily News will also fulfill the 
Sentinel’s subscription contracts. 





NEW CHICAGO AGENT. 


The Ben Leven Advertising 
Agency, recently established at 
Chicago, with offices in the Mar- 
quette Building, is headed by Ben 
Leven, formerly manager of the 
Chicago branch of the Kastor 
agency, St. Louis, and associated 
with Painter-TFobey-Jones. Mr, 
Leven states that he starts with the 
following accounts: Pierce Un- 
derwood, investments, Chicago; 
Straus Bros. Co., Chicago; Solo 
Rye; the Vogt-Applegate Co., 
Louisville, mail order whiskey; 
Frank Fehr Brewing Co., Louis- 
ville. F. F. X. ! beer; Pronto 
Spraying Co., Chicago, agricultural ; 
Girard Cereal Co., Girard, Kas., 
cereal coffee; Seelbach Hotel, 
Louisville; Chicago Table Supply 
Co., mail order: Humler & Nolan 
Tobacco Co. Bull Dog tobacco. 
This agency also handles the out- 
door display of the Boston Store 
and The Fair, Chicago. 
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THE postoffice appropriation bill 


this year provides for the col- 
lection of statistics at all offices in 
the United States where second- 
class matter is mailed. Figures 
for six months will be gathered, 
and a summary nade as to rela- 
tive proportion of newspapers, 
magazines, trade journals, etc., 
are carried through the mails at a 
cent a pound. When the figures 
are in hand new legislation re- 
garding second-class matter is 
contemplated. 





DEATH OF C. C. SHAYNE. 


C. C. Shayne, one of the most 
prominent retail furriers in the 
world, conspicuous in New York 
for his advertising, died suddenly 
February 21 at Atlanta, Ga. He 
began business in New York in 
1873, and at his death left an es- 
tablishment in 42d street with a 
stock worth $1,000,000. Mr. Shayne 
was prominent politically, as well 
as in business organizations. For 
several years he had been inter- 
ested in running down fraudulent 
advertisers. His brother, John T. 
Shayne, is a prominent furrier of 
Chicago. 





REFUSES MEDICAL ADS. 


After April the Hearthstone and 
Housewife, published by the A. D. 
Porter Co., New York, will elim- 
inate from their pages certain medi- 
cal advertising. Objectionable med- 
ical announcements, the publishers 
consider, are such as claim to 
“cure” or “treat by mail,” fits, can- 
cer, consumption, opium and mor- 
phine habit, tobacco and alcohol 
secret cures, rupture, women’s dis- 
eases, blood poison, fat reducers, 
bust developers, painless childbirth, 
free cures for any disease. All ad- 
vertisements containing. extrava- 
gant claims, objectionable wording, 
display or illustrations will also be 
declined. “The most conspicuous 
positions have usually been de- 
manded for this advertising,” say 
the publishers, “and the great in- 
crease in the volume of it has in- 
voked frequent and emphatic ob- 
jections from our subscribers, from 
whom we derive the greater part 
of our income.” 











40 


Tuis is the day of trained men. 

competition with him the 
untrained man, or the poorly 
trained man, cannot maintain 
himself. Do not be afraid of 
too much theory. Never was 
good practice which was _ not 
preceded by and based upon 
good theory. Let your theoretical 
training be broad and deep. It is 
your only sure foundation for the 
best work.”—Henry S. Pritchett, 
President of the Massachusetts 
Institute of Technology. 


SPECIAL WORK FOR MAINE 
DAILIES. 


Eight daily papers in Maine have 
formed a combination to advertise 
themselves and that State as a mar- 
ket, with special offices in Boston, 
New York and Chicago in charge 
of Julius Mathews. The papers 
in this enterprise are the Augusta 
Kennebec Journal, Bangor Com- 
mercial, Bath Times, Biddeford 
Journal, Lewiston Sun, Portland 
Express, Rockland Star and Wa- 
terville Mail. These eight cities 
have an aggregate population of 
231,000, it is stated, a desirable 
public, and the State also offers 
good territory in advertising medi- 
cines, foods, etc. A total circula- 
tion of 40,000 is claimed by this 
combination, and its combination 
rate.per inch on moderate contracts 
is about $2. 


CATESBY ELECTION NOVEL- 
TIES 


In 


During the recent British elec- 
tions there appeared each morn- 
ing in the newspapers advertise- 
ments of Catesby & Sons, the Lon- 
don general merchants, a succinct 
statement of returns up to mid- 
night—British elections extend 
over a considerable period, and re- 
turns come in for many days. Great 
attention was attracted to these re- 
turns because of their brevity, regu- 
lar returns in the papers being a 
mass of figures. The returns were 
furnished by the Morning Leader 
news service at the moment of going 
to press, by special arrangement. 
Another election feature of this store 
was the display*of printed bulletins 
in its windows by day, the returns 
being brought from the Daily News 
office by a swift cyclist. 
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Mr. Horace Davis, formerly as- 
sistant business manager of the 
Boston Traveler, is now advertis- 
ing manager of the Standard, the 
new Montreal weekly. 





Harry KAurMAN, of the Kauf- 
man Advertising Agency, New 
York City, was recently married 
to Miss Bessie Adler, of Balti- 
more. The bride is a miece of 
Mrs. Herbert Kaufman, wife of 
the head of that agency. The 
Kaufmans came from Baltimore 
about five years ago and have 
built up a thriving agency in the 
clothing district. 





PURE FOOD LAW WILL HELP 
PURE GOODS. 


Reputable food manufacturers 
have reason to approve the pure 
food law that has just passed the 
United States Senate, for it will 
abolish uncertainty regarding foods 
and stop the misguided denuncia- 
tion that has, during the past year 
or more, hurt the sales of thou- 
sands of entirely reputable articles. 
The law makes it a misdemeanor 
to manufacture or sell adulterated 
or misbranded foods, drugs, medi- 
cines, or liquors in the District of 
Columbia, the territories, and the 
insular possessions of the United 
States, and prohibits the shipment 
of such goods from one State to 
another or to a foreign country. 
It also prohibits the receipt of such 
goods. Punishment by fine of $500 
or by imprisonment for one year, 
or both, is prescribed. The law 
also defines foods, drugs, medicines, 
and liquors, and the standards for 
them. There is an exemption for 
dealers who furnish guarantees 
against adulteration and misbrand- 
ing. Mixtures or blends contain- 
ing alcohol or opium must be 
branded or labeled so as to show 
that fact. The provision regarding 
the misbranding of liquors reads: 
“It shall deemed misbranded if 
it is blended or rectified or consists 
of an admixture of different grades 
of the same liquor, or contains or is 
mixed with other substances, and 
the word ‘blended,’ ‘rectified,’ or 
‘mixed,’ as the case may be, is not 
plainly stated on the package.” 








PRINTERS’ INK. 


Mes. Heten Mar THomson 
(née Helen Mar Shaw) has ten- 
dered her resignation as editor of 
Judicious Advertising and gone 
with the Mahin Advertising Agen- 
cy of Chicago. She says no per- 
manent editor for the above 
PRINTERS’ INK baby has yet been 
found. Helen was a good one 
and that’s no joke. 





AN ORANGE YEAR-BOOK. 


A start toward advertising Cali- 
fornia oranges has been made by 
H. K. Pratt & Sons, fruit brokers 
at Redlands, Cal., in the issue of a 
booklet entitled “The Citrus man- 
ual for Carlot Dealers.” This 
brochure gives the technical terms 
and grades used in packing Cali- 
fornia oranges (something never 
given before, it is said), and also 
has an abundance of technical in- 
formation that will not only help 
the dealer financially, but aid him in 
making California oranges known 
to the public. Some 2,000 of these 
books are to be distributed yearly. 
This first issue has brought good 
results. 

IN PROVIDENCE. 


The plant of the Evening Tele- 








gram, in Providence, has been 
transferred to new owners, and is 
under a new management. The 
name of the paper has been 


changed to the Daily Tribune, its 
appearance thas been. altered in 
many ways, and a morning edition 
has been added. ’In all depart- 
ments the new enterprise has 
drawn experienced men from the 
Journal, and the new paper starts 


its career. with an organization 
which has already worked to- 
gether successfully. The presi- 


dent of the new company, and 
editor-in-chief, is Mr. F. H. How- 
land, former manager of the Jour. 
nal. The business management 
centers in Mr. M. S. Dwyer, who 
has largely contributed to the 
growth of the Journal publications. 
Some of the department heads 
who have transferred their alle- 
giance to the new paper had been 
in the employ of the Journal for 
over twenty years, 
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THE STAR GALAXY, 
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The full roster of the Star 
Galaxy to date may be observed 
on page 61 of this issue. 

The Guarantee Star is the high-:: 
est distinction which can be be- ° 
stowed at the hands of the editor 
of Rowell’s American Newspaper 
Directory. The Star Galaxy 
principle is in its infancy and is 
an institution bound to grow—if 
a majority of publishers are com- 
ing to have the same views on 
honest circulation reports as those 
publishers have, who are already 
admitted to the Rowell Directory 
Guarantee. Applications for the 
Guarantee Star should ‘be made at 
once by publishers who are inter- 
ested in the subject—and who be- 
lieve that they are eligible to the 
highest distinction which the edi- 
tor of Rowell’s American News- 
paper Directory can bestow—and 
who dare use the Guarantee Star. 








APRIL 1906 











THE VIKING SHIP WITH ITS FULL 
WHITE SAIL, APPEARING ON THE “GUN- 
TER’S’? COVER FOR APRIL, WILL BE USED 
IIEREAFTER IN ALL ADVERTISING AS THE 
IDENTIFICATION MARK OF ‘“GUNTER’S 
MAGAZINE” AND ITS ROMANTIC FICTION. 
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THE DECLINE OF THE RELI- 
GIOUS JOURNAL. 

Writing in Zion’s Herald, the Rev. 
H. A. Bridgman, managing editor of 
the Cogregationalist, expresses. the 
opinion that the time has come when 
the denominational journal ought not 
to be expected to pay expenses but 
should be subsidized as are church 
missions and schools of theology. Mr. 
Bridgman believes that it would be an 
“irreparable loss” to our churches if 
these papers should be obliged to sus- 
pend publication. While the extinction 
of the denominational journal may not 
be imminent, changed conditions are 
making it year by year more difficult 
for the religious paper to make both 
ends meet. People no longer care as 
much about denominational differences 
as they did formerly, and so feel less 
need of a special organ to champion 
their particular faith. The daily pa- 
pers are devoting attention to religious 
matters and thus enter into direct 
competition with the denominational 
journal. Subscribers to religious pa- 
pers are harder to find than ever 
before and harder to hold. Summing 
up the difficulties of marketing the re- 


ligious journal Mr. Bridgman says: 
“We do not appear on the newsstand 
or have our wares hawked up and 


down the streets. We have to rely on 
the loyalty of our ministers, and they 
often put the task off upon someone 
else, and now and then it happens that 
the most difficult task in the world is 
committed to the most inexperienced 
hands. Now, that is the way we get 
at our public. It is a marvel that we 
do as well as we do, when you think 
of the ordinary methods of circulating 
the magazines and the daily papers, 
which are foreclosed to us because we 
cannot afford them. The number of 
people is limited, to-day, who are in- 
terested in religion on its formal, 
ecclesiastical, technical, devotional, and 
missionary sides. And these are the 
sides of religion which the religious pa- 
per as a trade journal must largely 
exploit, however much it may try to be 
entertaining and varied and interesting 
along other lines.” 


ODD FACTS ABOUT NEW YORK. 


A writer in the Search Light says: 

Greater New York, the second city 
of the globe, might be called ‘‘the island 
city of the world,” for it contains 
forty-five islands, as many islands as 
there are States in the Union. 

The city pays each year to run its 
government about one-third as much as 
Uncle Sam spends to govern the nation. 

New York’s annual budget is greater 
than that of any other five American 
cities combined. 

New York is over twice the size of 





the Danish West Indies and is larger 
than 
bined. 

The most crowded block in the city 


Chicago and Philadelphia 


com- 
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is on the West Side, where over four 
thousand people live in less than four 
acres of ground. 

Its population is 4,014,304, its in- 
crease in five years being a larger pop- 
ulation than that of the city of Boston. 

The Germans in New York, by birth 
and parentage, would make a city equal 
to Leipzig and Frankfort-on-Main com- 
bined; the Austrians and Hungarians, 
Trieste and Fiume; the Irish, Belfast, 
Dublin and Cork; the Italians, Florence; 
the English and Scotch, Aberdeen and 
Oxford; the Poles, Poltava in Russia. 
One-seventh of the people are Jews, 
and their number equals the population 
of Maine. 


There are more people living in New 


York City than in fourteen of our 
States and Territories: Arizona, Dela- 
ware, Montana, Nevada, Indian Terri- 
tory, Idaho, New Hampshire, New 
Mexico, North Dakota, Rhode Island, 
South Dakota, Utah, Wyoming, and 
Vermont. 


One out of every twenty-one per- 
sons in the United States, or one mem- 
ber of every four families, lives in 
New York City—the others live out of 
town, 


MR. BRADY IS WRONG. 


New York, February 17, 1906. 
Editor of Printers’ INK: 

Under the caption of “Swaps Die 
Hard” you publish in the current issue 
of Printers’ INK, a letter from Mr. 
Curtis P. Brady, advertising manager 
of McClure’s, which gives the impres- 
sion that the Ladies’ Home Journal ac- 
cepts transportation advertising on an 
exchange basis. This is entirely in- 
correct. The only way space can be 
purchased in the Ladies’ Home Journal 
is for cash and at full card rates, and 
there are no exceptions to this rule of 
any kind, nature or description, what- 
soever. If you will kindly print this 
correction it will be appreciated by 

Yours truly, 
Tue Curtis Pusttsutne Co., 
E. W. Spaulding, Adv. Director. 











Advertisements. 





All advertisements in * Priuters’ Ink” cost 
twenty cents a line for each insertion. $10.40 a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
paid wholly in advance of first publication. 
Display tupe and cuts may be used without 
extra charge. but if a specified position is 
asked for an adrertisement, and grauted, 
double price will be demanded. 





WANTS. 


D-WRITER. Powell graduate. desires posi- 
tion. Any locality. Best references. Ad- 
dress P. O. Box 28, Truxton, N. Y. 





OWELT. GRADUATE desires position as ad 
writer; young married man; splendid ref- 
erences. H. BLISS SWAISGOOD, Akron, O. 














W ANTED—A competent, sober, industrious 
pressman for wx deck press. Illinois 
morning paver. “C. D. * care Printers’ Ink. 


W ANTE = Suan as adwriter’s assistant or 
clerk; 3 years’ experience in commercial 

work; studied adv.; reference. “M. T.,”’ Printers’ 
nk. 


y= advertising space for flavoring ex- 

tracts; on market 50 years, in exchange for 
treasury stock. Address “EXTRACTS,” care 
Printers’ Ink. 


fy ANTES. — First-class artist for general 
agency work. Send samples of work. 
MASSENGALE ADVERTISING AGENCY, 
Atlanta, Ga. 


\ 7 ANTED—To buy Rg ag for cash, @ 
second-hand Press, either single 
or two color. Address i. TAYLOR, Boyce Build- 
ing, Chicago. 
HE circulation of the New York World. 
morning edition. exceeds that of any other 
morning newspaper in America by more than 
100.000 copies per day. 


W ANTED—Competent, sober, advertising 

manager for ne morning Illinois paper. 
City of over 80,000. ones need not apply. 
og, xX. D7 care Printers” Ink 


DVERTISING writer wants position. Can 

write bright, ginge ry or picturesque copy 

for agency oF business house. Moderate salary. 
Address “BRISK,” Printers’ Ink. 


DOSITIONS open tor Conners Dewsoayee 
workers in all yy tty nts. Write for 

booklet. FERNALD’S NEWSP. APE R MEN’S EX- 

CHANGE. 368 Main St.. Springfield, Mass. 


WE WANT capabie men for Executive, Cler- 
ical, ee and Salesman positions 
paying $1000-$5 Write for — AAP- 
GOODS, Suite rn 309 Broadway, N. 


N ANUFACTURERS cf high-grade advertising 

calendars and novelties, desiring active 
re eg ey = southern Ohio on commission 
basis, will find it to their advantage to address 
“ENERGY CINCINNATI. ” care of Printers’ Ink. 





| aes -CLASS Press Clipping ee ny in West 

wants an experienced man able _ secure 
and hanale b y efer- 
ences required. An‘interview in New York will 
be arranged. Address ‘A, B. C.,” Printers’ Ink. 








WAN to edit house publication. Must have 
had considerable experience in advertising 

and be able to formulate ideas and assume re- 

sponsibilit We want a man, not a machine. 

— “Dn No. 100 care of Printers’ Ink, New 
ork. 


7} VERY ADVERTISER and mail-order dealer 

4 should read THE \\ ESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation ot any 
advertising journal in America. Sample copy 
free. WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, 


\ 7 ANTED.—Brunswick, Ga, Journal (only 

afternoon paper in.city), official organ 
city and county, wants energetic business man- 
ager. who can invest in small block stock if he 
desires. Fine opening for ambitious worker to 
secure permanency. 


W 4nNTED— A man who has faith enough in 
his ability to secure advertising to rely 
on the results of his work. The right man 
should earn at least $5,000 a year and will have a 
share in the profits. Tell us exactly what you 
have done, “No. 91,” care Printers’ Ink. 
N KDICAL CORRESPONDENT _ pageiones 
physician, eight years’ practice, thorough! 4 
experienced in mail-order ee 
engage with ames TCR Addres 


SICIAN,’ 
1015 Mercantile Library Bldg., Cincinnati, O. 


\ E want an Eastern representative. one who 

can deliver the business. Ours is the only 
evening paper in Austin, a city of 27.000, Cur 
circulation is 2,200 live ones. Ours is the largest 
circulated paper in this section of the State, and 
we are one among the few who swear to circu 
lation. TRIBUNE, Austin. Texas, F. L. Brittain, 
Advertising Manager. 


PRINTERS’ INK, 
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Csier TYPE—A Cyclopedia of Kvery- 

day Infor: on for og 2 Printer Adver- 
tising Man; ge 
ag’ts wanted” A. 


ANTED—Agents to secure subscriptions and 
solicit vertising for a complete Export 
Shipping Guide, price $3 _ r Cony good ¢ commis- 
sion; references require PORTERS EN 
CYCLOPEDIA CO., 65 el 8t., New York, 


, 0c. postpaid- 
N.Y. 


pewi ise’”’: 
sé PARNELLS 150 Nass sau St.. 





WANTED 


Position as assistant in editorial, adver- 
tising or mechanical department of 
trade journal or other established publi- 
cation, by young man (22) with four 

ears’ general experience in publishing 

usiness. Honest, ableane willing. First- 
class references. Address “J. M.J.,” P.I. 








Y YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
Fah peer noe apn weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per line. six wordsto the line. !’RINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication 1n the United States. 





What Can You Offer? 


Well-trained and competent young 
man of 32 desires position as ad-writer 
or assistant manager with some firm, 
Will also consider offer from some 
good agency or newspaper. Small ex- 
perience, but can make good. Az refer- 
ences. Address ‘‘M. F.,” care P. I, 














ANTED—Clerks and others with common 
school educations only, who wish to quai- 
ity for ready positions at $2) a week and over, to 
write for free copy of my new prospectus and 
endorsements from jleading concerns every- 
where. One graduate filis $8,000 place, another 
$. 000, and any numuer earn $1,5) 
clothing adwriter in New York cee his a 
cess within a few months to my teachings. De- 
mand exceeds supply. 
GEORG! H. POWELL Advertising and Bust- 
ness Expert. 1703 Temple Court. New York. 


A*® afternoon. paper in a city of 50,000 wants 
an advertising manager who can develo 
all the advertising in the territory. The city is 
commercially strong, the stores have good 
stocks, the people are prosperous and the news- 
paper has the circulation supremacy. 

No one but a man who knows the art of adver- 
tising, can talk advertising, and who can write 
advertising copy,need apply. The publisher 
owns bigger newspapers, and the opportunity is 
here for the fellow who has brains and ambi- 
tion. Address “MIDDLE WEST.” 

care of Printers’ Ink. 


Novelties Wanted 


Novelties that are novelties—that 
is, articles brand new (anything and 
everything clever and salable) will 
be considered on the meritsif offered 
to the undersigned. We want things 
to sell by the million in our stores— 
over 300 of them. 

UNITED CIGAR STORES CO. 
(Sales Department), 
141 West 17th Street, New York> 


























JOB 
WANTED 


by a live kid not 
afraid of work, pro- 
vided it’s in a good 
clothing store or 
haberdashery ina live 
town having one or 
more daily newspa- 
pers. Fine recom- 
mends from every 
place I’ve ever work- 
ed. Will work seven 
days a week. 





My terms are 
reasonable. I can 
pull business. Get 
next to 


““THE OFFICE BOY,” 
P. 0. Box 86, Los Angeles, Cal. 
4a Terms to agents. eh 











———_=O—— 
ILLUSTRATORS AND ILLUSTRATIONS 
DVERTISING Cuts for Retailers; good; Semone 4 
HARPER ILL Us. SYNDICATE, ‘Columbus 
SENIOR &CO., , Wood Engravers, 10 Spruce 
e St..New York. Service good and prompt, 
CARD INDEX SUPPLIES. 


fg°HE CARD INDEX QUESTION will be quickly 
1 and easily settled by getting catalogue and 
price from the manufacturers. ‘This means us. 
STANDAKD INDEX CARD ae, 
Giesahouee Bidg., Phila. 


gina amma 
ADVERTISING AGENCIES. 


O’GORMAN AGENCY. 1 Madison Ave. 
N. Y. Medical journal advtg. exclusively. 


3400-3402 





D.*s 
Goes GATE ADVERTISING CO., 
Sixteenth St., San Francisco. Ca). 
M\HE GB. L. LRELAND ADVERTISING AGENCY 
Write for particulars of the Ireland Service. 
925 Chestnut Street, PhilaaelpLia. 
LBERY FRANK & CU., 25 Broad Street. N.Y. 
General Advertising Agents. Established 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world 
ARNHART AND 3\\ ASEY, San Fran-isco— 
Largest agency west of U hicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 
EVELOP this advertising field. It is most 
hig gel We “9 asl as to mediums, 


and se t Write us. THE DES: 
BARATS. ADVERTISING AGENCY, Ltd., Mon 
treal. 


PRINTERS. 
RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyrissht lodge cut catalogue. 


W FE print seeeT tn bookiets. circulars. adv. 
matter—all kinds. \\ rite for prices. THE 
BLAIR PTG. Cv.,, 514 Main St.. Cincinnan. C. 


+o 

FOR REN? —_ 
Bn JBOARD advertising space on tower, view 
of seven railroads and three main streets 
in Chicago. Best 
ad space in Chicago. BARKER, 1503 Fort Dear 
born Building, Chicago. 
oo 


ELECTROTYPERS. 
Ww* 





Less than combine prices. 





make the electrotypes for PRINTERS’ INK. 
We dothe electrotyping for — of = 
us fo 
WEBSTER, CRAWFORD & CALDER 45 
New York. 


largest advertisers in the country. 
rices. 
ose St., 
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STOCK CUTS. 


RITE for our catalogu “Hy on your business 
letterheads. STANDARD ENGRAVING 
CO., Photo poner New York. 


DIRECTORY OF “NOVEL ys 
FACTURERS. 


a COmES wanted to sell ad novelties, 254 com. 
< 3 samples, 10c. J.C. KENYON, Uwego,N.Y. 


OSTIC hand-turned wood souvenirs; ad nov- 
dl et oes & SPOONER, Cornwall-on- 
udson. 


RYSTAL — tare with your advertise- 
ment, $15 per Catalog adv. novelties 
ST. LOUIS BUTTON CO.. St. Louis, Mo. 


7 RITE for sample and price new combination 

Kitchen Hook and Bill File. Keeps your ad 
before the bousewife and business man, THE 
WHITKHKAD & HOAG CUO., Newark, N. J 
Branches in all large cities. 


THE SATISFIED PUBLISHER 


whose publicity accomplishes all that he de- 
sires should write to me for Publishers’ adver- 
tising, producing something more than the 
present small “all.” Kecommendation No. 2: 
Awarded three prizes and — bonus Collier’s 
Weekly *‘ Lion’s Mouth,” 1903 
PERC ’P. VYLE 
518 Walnut Street, Philadeiphia, Pa. 


So 


ADWRITING. 


A Short Course 
In Adwriting 


A complete outfit covering in detail the 
entire preparation of a newsy advertise- 





MANU- 


free. 














ment. 
Gives all needed instructions; type infor- 
mation; measures; roofreader’s marks, 


with explanations, "ete ,and points out the 
selling points of an seats: e. 

Itiustrates proofr eading; and shows how 
to draw a printer’s dummy ad, giving all 
instructions for type displa 

All together, a aes instructor that 
enables anyone to write a 

Satisfaction or money back. 


Post Paid for 


50c. 


L. ROMMEL, JR., 
61d Merchant St., Newark, N. J. 

















HAIL ORDER. 


M AioRDER ADVERTISERS—Try house to 
house advertising; it wil pay you big. Gur 
men will deliver 2 fen! circwars and catalogues 
airect to the maii-order buyer. You can reach 
eople who never see a paper of any descriptior 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United states and 
Canada, and are ina position to place advertising 
matter in the hands of any aesired class. OUR 
PISTRIBUTORS’ DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
— direct witb the distributor. We guaran. 
ood _ service. Correspondence solicitea 
NAT ONAL ADVERTISING CO., 709 Vakland 
Bank Building. Chicago. 





NEWSPAPER BROKER, 


PUBLISHERS wishing to sell should write to 
me. Business not exposed—and | make 
proms sales. Nosale, no charge. Want to-day 
or quick sale live Republican daily, in pro- 
gressive city. Several splendid Southern open- 
ings. L. 8. COTTRELL, Newport News, Va. 
———_+o+—_—_——_ 





POSTAGE STAMPS. 


BUY at 4 off, unused. U. 8S 
ORSER, R. 6, "94 Dearborn Si. a2.5.. RE 
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CATCH PHRASES. 


CATCH PHRASES that pay—150—25c, 
o® 3B. CO., 807 Bergen St., Brooklyn, N. Y, 
—_—+r-————_ 


TIN BOXES. 


F you have an attractive, handy package you 
[ will sell more arses and get batter prices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, aod preserve the 
contents. You can buy in one-half eross lots and 
at very low prices, too. e are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line, Sanitol. Dr. Charles flesh Food. New Skin, 
ana, in fact. for most of the “big guns.” But we 

y just as muchattention to the “little fellows.” 
Better send for our new illustrated catalog. It 
contains jots of valuable infurmation, and is 
free. AMERICAN STOPPER COMPANY. 11 
Verona Street, Brookiyn. N. Y. The largest 
maker of TIN BOXES outside the Trust. 


DESIGNERS AND YD ILLUSTRATORS. 
I KSIGNING, illustratin » Sngueeane. illumi- 


nating. engraving, lithograpning, art Tx al 
THE KINSLEY STUD1v. 245 B’way, N. Y. 





ing. 
+09 
ADVERTISING MEDIA, 


HE BILLBOARD, America's Leading Theat- 
rical Weekly. (2th year. Cincinnati, 


HE EVANGEL. _ 
Scranton. Pa. 
Thirteenth year; 20c. agate line. 


NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one vear. 


ie grocers distribute food products to 

10,000 consumers in Troy and Central Miami 
County, Ohio. ‘he RECORD reaches 70 per cent 
of them. Only daily. One a a only 
necessary. Send for rate car 


ORTI.AND, Oregon—Mecca for Tourist. Home- 
seeker and Investor—Home of the Lewis & 
Clark Exposition. Toid monthly by its leading 
citizens in official organ. 50c, for six months. 
CHAMBER OF COMMERCE BULLETIN. Subscribe 
now. Subscribers furnished with other litera- 
ture about Portland and Oregon without extra 
charge. 








~~ 
TRADE JOURNALS. 


VAL ESTATE.” Amsteraam. Y.. cireu- 
lation 3.000. tor real estate y R. and 
owners; $1a year; names of buyers each month. 


+o 
<CLASS PUBLICATIONS. 


20,000 Buyers 
of ($1,025,000,000 annually) 
Hardware, Housefurnishing 

Goods. ete, 

Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write for rates. Speci- 
men Copy mailed on re- 





o6 











HARDW VARE |} 


| DEALERS’ 


quest. 
258 Broadway. N.Y. 











—- 1m —_ 
PREMIUMS. 
BocEs FOR PREMIUMS—If in need of an 


books for premiums, communicate wit 
GROSSET & DUNLAP, 11 East 16th St., New York. 


DEIIABLY vooas are trade builders. Thov- 
\ sanas of suggestive premiums suitable for 
dubiishers and others from the toremost makers 
and whoiesale aeaiers in jewelry and kindred 
lines, 500-page list price illustrated catalogue, 
peoltsied ponualiy. 34th issue now reads: tree. 
- MYERS (O.. 47w. and 49 Maiden Lane. N.Y 


+0 
ADDRESSING MACHINES. 


DDRESS!NG MACHINES—No type used in 
the Wallace stenci) agaressing machine. A 

card index system of adaressing used by the 
largest vublishers ero wenous the country. Sead 
for circulars We dd addressing at low rates. 
WALLACK & CO.. 29 Murray St., New York, 
1310 Pontiac Bldg., 358 Dearborn 8t., ) Chicago. m 
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eee MACHINES AND FAC- 
MILE TYPEWRITERS. 


A‘ U TO. ADpRESGi—An An office machine that 

= ent. Besides selling the 
*AUTO-ADDRE SER,” wemake an IMITATION 
TYPEWRITTEN LETTER and fill in the address 
80 that it cannot be distinguished from the real. 
pn B do wrapping, folding, sealing, mailing, etc. 

8 
AUTO-ADDRESSER, 310 Broadway, N. Y. 
—_— ++ 


PATENTS. 


peesPATENTS that PROTECT 
Our 8 books for Inventors mailed on receipe 
of 6 cts. stamps.. R. 8. & A. B. LACEY, 
Washington. D.C, Eatab. 1869. 








~ SHEPHERD & PARKER, 
Sateibers of Patents and Trade Marks, 
Dietz Bidg., Washington, D.C. 
Highest references from prominent manufactur- 
ers. Hand book for inventors sent upon request. 


COIN CARDS. 


1,000. Less ror more; any printing. 
THE COIN WRAPPER CO.. Detroit. Mich, 
+> >—_—__—_ 


HALF-TONES. 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash’ caveman the order. 
Send for samples 
KNOXVILLE CNG RAVING CO., Knoxville. Tenn, 


Ho or line productions. 10 square 
inches or smaller, delivered prepaid, 7ic.; 
6 or more. 50c. each, Cash with order. All 
newspaper screens. Service day and night. 
i for circulars. Keferences furnishea, 

paper — engraver. P. O. Box 815. 
Philate phia, } 


8 





po 
MONEY MAIL MAILERS. 
ONEY MAIL ERS—$1.90 p 90 per M. Samples free. 
a KING KOIN 'KARRIER Co,, Beverly, Mass. 
——. +o 
DISTRIBUTING. 


ISTRIBUTING in the Southern States pro- 
duces results that are entirely satisfactory 
to advertisers who place their contracts with the 
Bernard Agency. Write CHAS, BEKNARD, 
1516 Tribune Building, ( hicago. 
-_—+or 


MAILING MACHINES. 


(pue DICK MATCHLESS Balle. lightest 
and quickest. Price $12. F. J. VALENTINE, 
Mfr.. 178 Vermont St., Buffalo, N. Y. 

eed BARA; 


ADVERTISEMENT CONSTRUCTORS. 


A*® Writing—any ‘business—any place—chatty 
style—ideas suggested. “O.B.,” Printers’ Ink. 


“gg RAINS OF GUMPTION,” a 48-page booklet, 
with contents, which fully ustity the 
title, 2ic. JED SCARBORO, 557a Halsey St., 


Brooklyn, N. Y. 
D DO YOU EVER 

need a series of really tactful business let- 
ters! Letters without a tinge of bombast, “‘pull- 
dozing” or begging i in them! Letters that simply 
tella good, strong, — story, after an in- 
— self-respec ing fashion that wins con- 
fidencefrom the man heartily sick of the other 
kind? Letters absolutely free from mere “hot 
air; that tell their story FULLY and then sToP. 
I do not claim omniscience—do not even suspect 
myself of kvowing all about anything—but I do 
know a few things—EXCESSIVELY.for instance. 

I_ know that I constantly receive what are 
called “follow-up letters” (often sent me without 
the least z rovocation). that are so downright re- 

liaut that ey fairly fly into my waste paper 

asket,and I further know that Iam not alone 
in this experience. 

From such data as any one can furnish I fre- 
quently build Business Letters that receive the 
highest possible "tein they are paid fur 
without complaint. 

Possibly fm pod “be able to build some letters 
that would suit 
No. 88, FRANC! 1; MAULE, 402 Sansom St., Phila 
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FOR SALE. 


EMOCRATIC Western county seat paper, 
$2,750. Address “ W.F.C.,” Printers’ Ink. 


ess SALE Linotype machines. Had three, 
only two left. THE HEROLD COMPANY, 
Milwaukee, Wis. 


>» SECURES control of monthly mag 
$5,000 azine that will stand full iavestl- 
gation. Party able to devote part of time pre- 
ferred. Address “D,” Printers’ Ink 


OR SALE—Three-rol!l Scott Perfecting Press 

with stereotyping outfit. Will print in two 
colors on outside pages of 4,6, or 8-page sections. 
Prints all signatures from 4 to M4 es. sl 
ing l¢4and 18 pages. I’ractical speed 20,000 pe 
hour. Can be seen in ee THE HE ROLD 
COMPANY, Milwaukee, W 


oe SALE-— Flourishing a trade jour- 
nal, clearing $6,000 annually. Exclusive 
permanent and rapidly expanding field, repre- 
senting one of the leading industries of America- 
$15,000. Legitimate proposition; will bear most 
thorough investigation. Splendid opportunity 
for trained trade journal publisher to secure 
fine. well-established publication very reason: 
able. If inter rested, write “XX,’’ care 


OR SALE—Daily paper in town of 6,000. Only 
daily in radius of 100 miles. City has fine 
schools, water works, electric lights, sewerage, 
telephone system, two telegraph companies, 
three trunk lines railway, two express offices. 
fine churches, clubs, lodges, 20 factories; in black 
prairie belt, ast Mississippi. No malaria; fine 
climate; no saloons; few negroes. Negro popu- 
lation is in West Mississippi. Paper has 1,200 
circulation. Did $5,000 cash business in 1905. 
Expense $2,400. Price $3.000, cash. This is a 
snap. Sumple copies on application. Don’t write 
unless you have the casb. Owner has other 
business. Address DAILY TIMES- HERALD, 
West Point, Miss. 











- +o 
PAPER. 
B BASSETT & SOLTPHIN, 
45 Beekman st.. New York City. 
Coated paversa speciaity. Diamond B Perfect 
White for biga-graue catalogues. 








+ 
SUPPLIES. 
EW TYPE, 24c. lb. EMPIRE FOUNDRY, 


L Delevan, N. Y. 


"OTE HEADINGS of Bond 
: inches, with envelopes (laid p). 100 for 64c.; 
= for ce 500 for $1.60; 1,000 for $2.50; 2.000 for 





Paper, 54x8% 


4.50: 5,000 for $11.00. Send for sampies MERIT 
RESS, Bethlehem, Pa. 
D. WILSON PRINTING INK Cvo.. Limited, 


e of 17 Spruce St.. New York. sellmore mug- 
azine cut inks than any other ink boxse in the 
trade. 

Special prices to cash buyers. 


ERNARD’S Cold Water Paste is in dry powder 
form, mixes by adding cold water; no dirt, 

no odor, no waste, will not stain. Best paste 
made. Sample package free. BI'RNARD’S 
AGENCY. Tribune Building. Chicago. 


BOOKS. 





os 
Successful Advertising. 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Doriars. Address 


Printers’ Ink Publishing Co., 
ad Spruce St., New von 5 
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COIN MAILER. 


for $3. 10.000, $20. Any printing. Acme 
Coin Carrier Co..-Ft. Madison, la. 


1,000 


ADDRESSE 
MASS. country addresses, 50c. per 
50; 000 M. GUY RICHARDSON, Boston. 


REMARKABLE NAMES FOR SALE. 

We have compiled for our personal use in 
the soliciting of subscriptions the name and ad- 
dress of every Jarmer in the Corn Belt who owns 
20 head of cattle. The live stock farmer is the 
progressive farmer, is the farmer who has 
money and the farmer who has many needs. We 
can furnish these names by counties or States— 
Ohio to Kansas. Write us for particulars. SUC- 
CESSFUL FARMING, Des Moines, lowa. 





S ‘S FOR S: SALE, 








can be used with great success to advertise any 
novel tooi, utensil or toy, the use or working 
of which can DEMONSTRATED by atreet- 
men, sidewalk salesmen or {itinerant ven- 
dera and pedlars. These all read the hitr- 
BOARD every , Rate 15 cents flat. 
torm_ closes 8s at midnight. 

BILLBOARIE PUL - CO.. Cineinnatl. 0. 








CARDS. 


OST CARDS of every description are made by 

us. We sbip to all parts of the world. Par. 

ticulars on request. U. 8. SOUVENIR POST 
CAR) CO.,1140 Broadway. N. Y. 





OPPORTUNI. 


Trade Journal 
Opportunity 


Excellent high class trade 
paper, having good circula- 
tion, doing gross business over 
$30,000, showing satisfactory 
net profit, can be bought at 
right price. Present owner is 
otherwise engaged, but will 
lend his personal influence to 
new owner. The present or- 
ganization could be continued 
intact, and the present net in- 
come very largely increased. 
Price, $35,000. Terms to re- 
sponsible parties. Splendid 
chance for hustler. 


EMERSON P. HARRIS 
Broker in Publishing Property 
253 BROADWAY NEW YORK 


PUBLISHING at; NESS 
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4 Reaches all parts of the country, 

p d | | ail 0 | particularly the North and the 
A ; East. Reliable subscribers, who 
pay every year, and who know a 

Vi | Ss | onary good thing and have the cash and 


the vim to send for it. 




















10. : 
roeneesie ay 0 Good medium for Schools and 
ny kee. | Cl Books, and any high- 
2 cents a year. ars, ¢1.00, | Stade mail-order business. 
ened Samples and advertising terms free 
Cc. N. POND, Editor. on application. 
Established June 1, 1895. $1.00 a Year. 


THE WACO TRIBUNE 


Semi-Weekly—Wednesday and Saturday. 
Sworn circulation Jan. 1, 1906, 5,251. Sworn circulation Feb 1, 1906, 5,329. 


The Tribune Company, incorporated, publishes the Waco SEMI-WKEKLY TRIBUNE at 
Waco, Texas. The TRIBUNE circulates largely in the City of Waco (30,000 population) and in 
Central ‘Texas, the populous and rich section of the State. The improvement of the Brazos 
river now under way by the Federal government will place Waco within three yearsat the 
head of navigation on that river, a direct water way to tide water. The future rapid 
growth of the city is assured. The paper has a distinctively intelligent and poeeperees 
clientele—composing farmers, stockmen, merchants, artisans and professonal men. 
publishers believe the American Newspaper Directory editor,if he knew the TRIBUNE am 
well as its home advertisers do would give the paper the bull’s eye mark. Write to any 
home advertiser in the TRIBUNE what he knows and thinks of the paper. Present circula 
tion ‘sworn to) 5.329 copies each issue. Sworn statement on file with the editor of thea meri~ 
can Newspaper Directory. Estimates and sample copies with commission given to agents” 














Paoensserre es, NORTHFIELD, VERMONT 


of railroad between Boston and Montreal. $200,000 In new buildings in 1905. 


A Manufacturing Town — With the largest granite cutting plant in Vermont. 
A Slate Town — Quarrying the best Black Slate in America. 
A C ollege Town — The seat of Norwich Univ’ty, the Military College of the State. 
A Town for Retail Trade of an outlying and particularly prosperous farm, 
dairy and lumber section. eoeenenneeemeamente 
Reach this territory at a moderate expense by the 
one newspaper that goes into almost every home— 


THE NORTHFIELD NEWS 


Amer. Newsp. Direc’y rating. No trade, exchange, or objectionable advg. accepted. 


Further information, including sample copies and acopy of National -Vermont Cal- 
endar, 1906, mailed upon request. FRED N. WHITNEY, Publisher. 




















CANADIAN RESULTS. 


To succeed in Canada, an advertising campaign must be planned with a knowl- 
edge which only experience in this special field will give. Copy, both in English 
andin French (4% or more of the popula ation must be advertised to in French), must 
suit Canadian ideas. No Agency either in Canada or out of it is better equipped 
than we are to handle Canadian business successfully. Correspondence is invited 
from prospective advertisers, and from those whose appropriations have not brought 
proper returns. Lord Strathcona, Canada’s Grand Old Man, predicts that Canada 
at the end of the century will have as many inhabitants as Great Britain. Now is 
the time to establish your trade and reap the benefit of the great increase which has 
already taken place. 

THE DESBARATS ADVERTISING AGENCY, Limited, 
Number 51 Sovereign Bank Building, MONTREAL, CANADA, 
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MERELY A MATTER OF KNOW- 
ING THE GOODS, TOO. 








Some months ago the two 
partners in a knitting mill came 
to New York with samples of 
their product—dead set to ad- 
vertise—somewhere or some- 
how. 

They made two calls—one 
upon an advertising agency, 
that doubtless does good work 
in the things it knows about, 
and one upon us. 

‘The samples they brought 
were just plain, or- 
dinary underwear 
which 50 mills right 
in their locality 
manufactured, and 
which retails the 
country over for 25 
cents a garment. 

It represents mere- 
ly the cost of the 
yarn, the manufac- 
turing expense, com- 
mission to the job- 
ber, and a bare, living profit 
to the manufacturer. 

It has no advertising features 
itself, and no margin for ad- 
vertising. 

The agency promptly advised 
going into the magazines—so 
many million readers—so many 
thousand dollars. Very simple. 

We, just as promptly, said it 
would be more sensible to take 
the money and buy an auto- 


nate 
frove- 
<¥- 


mobile. Get some fun out of 
it anyway. 

They went away. 

And then what happened? 

We secured samples in the 
open market of a type of knit 
underwear for which we snew 
there was a demand at 50 cents 
a garment. We sent them 
these samples as types of value, 
and after six attempts they 
developed a garment which 
they can sell on in- 
dividual merit, free 
-from parallel com- 
petition and at a 
price which will en- 
able them to do four 
things : 

1. Establish a 

trademark, 
2, Keep up 


3. Provide money 
for promotion. 
4. Make several times the 
profit they make on 
regular stuff. 
Our plan was accepted. 
Which goes to show that 
when you come to Textile 
articles or other items sold in 
dry goods or department stores, 
it is well to consult the concern 
who knows the goods and that 
devotes all its time to promot- 
ing them. 














ROOT NEWSPAPER AGENCY 


Reaching the merchant through necessary class papers and the consumer 
through magazine, newspaper, store and other advertising in co-opera- 
tion with the Dry Goods and Department Stores of the United States, 


ADDRESS 
192%-200 GREENE STREET, NEW YORK. 


Cuicaco, Sr. Louis, 


SAN FRANCISCO, 


PHILADELPHIA, 





vy, 





BosTon, CLEVELAND, MANCHESTER (ENG.), BERLIN. 
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COMMERCIAL ART CRITICISM 






BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
CAITICISM OF COMMERCIAL ART 


INK WILL RECEIVE. 
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33 UNION SQUARE,N.Y. 


FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 








“It,” whatever it may be, keeps 
catalogues, according to this ad- 
vertisement of the Leonard Man- 


ufacturing Company. Maybe “it” 
does, but the chief difficulty pre- 
sented is to get the catalogues into 
“it,” for the Leonard Company 
has covered it all over with heavy 
black type. Perhaps you fill it up 
with catalogues and then nail ad- 


IT KEEPS 
CATAL 









No.| 





vertising matter all over it so as 
to make sure that the catalogues 
are kept securely. At any rate, 
the seeker for knowledge is com- 
pelled to guess in this case for the 
reason that this advertiser has 
succeeded in mixing up his goods 
and his copy to such an extent 
that neither conveys anything to 
the understanding or the imagin- 
ation. It is quite possible, as in 
the illustration marked No. 2, to 
show the article advertised, leave 
plenty of room for copy and have 


a clean, attractive looking adver- 
tisement, 


* * * 
The American School of Corre- 
spondence advertisement shown 


here was clipped from the March 
issue of Success Magazine and oc- 
cupied a space equal to a full page 
in a magazine of the standard 
size. It is shown here for the 
reason that it is something new, 
and therefore something interest- 


IT KEEPS 
CATALOGS 


— 
i= 

| 
ron 


i 
Te 









No.2 





ing. What the advertiser has to 
say occupies only about one-quart- 
er of the space—the rest of t! 

space is left for the interes ed 
reader to fill out and send in. The 
advertisement contained about 130 
lines of this white space, which, 
at the Success rate of $2 per line, 
amounts to the neat sum of $260. 
Now, it is no trouble at all for 
Mr. Abbott to prove conclusively 
that space in Success is worth $2 
a line, but it seems as if it would 
puzzle even him to figure out that 
it is worth that price as writing 
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paper. The novelty and original- 
ity of this advertisement may 
make it a successful and profitable 
one—for once—but it is hoped 
that other advertisers will not 








ne wer comm, eons gr easton, Soerel ecenatoa ead lms of word om weet te tate ag 





SS 
AMERICAN SCHOOL Ad Get dita she 


| ae Cdicase, tite 











imagine that they can copy it and 
secure satisfactory results. 
* x ts 

Here is an advertisement of the 

Woodside Japanning Company, 




















The Man Behind the Gun 





Can sheot straight for business tf he will take ous advice and buy 


GLORIA LACKER 


Leathers (Colt, Kid and Calf), in all his Bright Leather Shoes 


“Conceded the Best” and 15 THE BEST 


WoopbsipE JAPANNING Co. 
BOSTON, MASS. 


ALBERT BERNARD, Distributer, 37 and 39 South St. Factery at Woodside, N. J. 














which occupied a full page in the 
Boot and Shoe Recorder, one of 
the leading American trade papers 
in its field, and not a cheap propo- 
sition by any means. The illus- 
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tration, which occupied nearly half 
the page, is such as might be 
drawn off in an idle moment by a 
school boy taking his first drawing 
lessons—although if he were a boy 
of a natural sense of humor he 
would probably do a great deal 
better. Now, advertisers who use 
this class of illustrations make 
about as serious a mistake as it 
is possible for an advertiser to 
make. The natural inference of 
the public is this: if an advertiser 
will cheapen his proposition by 
using pictures which not only lack 
merit of any kind but which ob- 
viously cost next to nothing at 
all—if he will run that risk and is 
that kind of a man, is it possible 
to put full faith in this goods? Is 








THE WELCOMING LIGHT. 


ome uae should be 
th st 


mo 
cheerful Spots in the 
Hore thecom- 
inge guest is weloom 
a og ro guest 


UNITED ELECTRIC CO. 














it not fair to assume that methods 
which prevail in advertising will 
also prevail in the production of 
the article advertised. This is no 
reflection upon the goods or the 
business policy of the Woodside 
Japanning Company—which may 
be the finest in the world—but is 
said merely to point out the great 
danger of introducing cheap stuff 
into advertising matter of any 
kind. : 
* * * 


This advertisement of the Uni- 
ted Electric Company is one of a 
series of newspaper ads appearing 
in a list of New Jersey papers. 
The series is a strong one, an 


DAA AA ae... .. _ i ii 
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this particular advertisement is a 
good example of the series. Ad- 
vertising of this kind is interesting 
because it marks the progress of 
the business and domestic use of 
electricity and the advertising of 
electricity and electric appliances— 
particularly interesting because it 
is one of the latest developments 
of modern publicity. 
* * 


There appeared in this depart- 
ment a few weeks ago a criticism 
of a fountain pen ad for which 


“A. A. Waterman & Company” 
are responsible. This advertise- 
ment depicted a deep sea diver 
covered with mud and rescuing a 
pen from the depths of the ocean. 
L. E. Waterman & Company, 
manufacturers of |Waterman’s 
Ideal Fountain Pens, rise to ob- 
ject, fearing that the public may 
confound their pen with the other 
and assume that they were re- 
sponsible for the muddy diver. As 
there may be some ground for 
that fear this explanation is made. 

















_THE GERMAN DAILY 


Rochester Abendpost 


has the Telegraphic Service of the Publishers’ Press, 
Linotype Type-Setting Machines, a fast Web Press, 
and everything necessary for the publishing of a 
thoroughly modern, up-to-date newspaper. 


The “Abendpost” has the largest Circulation of any German 
Newspaper between New York City and Cleveland. 











bs J 


“BADLY 


Printers Ink Jonson, 
New York, N.Y. 
DEAR Sir: 


Office of The Daily Mail, 
Anderson, S. C., Feb. 12, 1906. 


Please send me 250]bs, News ink via Clyde Line 
steamers and find check enclosed. 
you for some time and if you will look up my last order you will see 


GOOOOOECEOO: OOCOCCOOOCO 


FAKED.” 


I have been buying ink from 


COCCOOSES 


4, 


%K 
x2 
Ms 


1 complained of the quality, and told you it would have to be bet- 
ter or I would quit. So I recently boughta 500 Ib. barrel from a 
large concern with the view of getting betterink, and I paid more 
for it than I paid you. The inkcame in and was only opened a few 
days ago, and we will have to throw the whole business away. It 
is in lumps, not half ground, and is useless for printing purposes. I 
want good ink and thought by payirig more than you charged I 
could get better ink but instead got badly faked. 


, 


Ae a a ee ar ae rw 


Dx 
x2 
Ss 


Very truly, 


17 Spruce Street, 


COCCOOCCOG: 


It is an easy matter to remedy the petty troubles found in 
inks as all printers have their own methods of using it, and what 
works in one place will not suit in another. 
admits his mistake in shaking me, and realizes that there are 
other ink men who charge more money but give poorer ink than 
I sell, Send for my new sample book. Address 


PRINTERS INK JONSON, 


OO 8 9 0 88 HE 8 0 9 


G. P. BROWNE, Publisher. 


Mr. Browne frankly 


New York. 


bewewwe eww 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas i window 
cards or circulars, and any other suggestions for bettering this departmen 








THE Buttarp Macuine Toor Co., 

Broad St. and Railroad Avenue, 

Bripcerort, Conn., U. S. A. 
Editor Ready Made Department: 

I enclose clipping from the Bridge- 
port Evening Post regarding an adver- 
tising scheme one of our largest drug- 
gists worked, which, however, I under- 
stand is bringing results opposite from 
what were intended. 

These letters were sent out written 
in long-hand on a light, tinted, purple 
paper, with envelopes to match. They 
had every appearance of coming from 
one of the fair sex—the paper even 
being perfumed. 

The wife of one friend of mine 
opened his letter, and, being of an ex- 
tremely jealous disposition, got so 
worked up over it that she was ill for 
two days. Another chap told me that 
his wife opened his letter and made 
things unpleasant for him, and when 
finally persuaded that it was simply an 
advertisement, said that she would 
never again purchase anything in 
Dupee’s, 

You can easily see that there are 
several ways this could work to dis- 
advantage. For instance, supposing 
some respectable lady should have gone 
to this drug store to wait for a car 
or a friend and, not knowing about this 
letter having been sent out, wait in the 
window at the left-hand side. Natur- 
ally a number of men who received the 
letters went around there out of curi- 
osity, if nothing else, and if they had 
seen a lady in the window in question 
and not known who she was, they 
might not have hesitated to approach 
her. 

I give you the above that you may 
use it in your valuable paper or not, 
just as you think best. 

Yours very truly, 
F. J. Lowenstetn, Adv. Mgr. 





It shouldn’t be necessary for 
PRINTERS’ INK to make any com- 
ment at all on such “advertising” 
as this; but it seems. that there 
are still some merchants who re- 
gard advertising merely as a 
means of getting attention, and 
who forget that there are two 
kinds of attention—favorable and 
unfavorable. It is seldom possible 
to lay down hard and fast rules 
for advertising, conditions vary so, 
but there is one rule so clearly 
right and so plain that it should 
not ‘be necessary to print it, and 
that is, “Don’t ‘monkey’ with 





politics, religion or private domes- 
tic affairs.” “Advertising” of the 
kind described above and here re- 
produced, aside from being a posi- 
tive injury to the merchant who 
permits it to 'be done ‘in his name, 
does serious damage to the cause 
of real advertising. It is just such 


costly “smartness” or ingrowing 
“cleverness” that keeps some 
otherwise good merchants from 


making deserved success through 
the usual channels of advertising— 


the newspapers, intelligent, 
straightforward mail campaigns, 
etc. I'd like to see the woman 


who wouldn’t get a bit “green- 
eyed” if she found a letter like 
this in the clothes of any man she 
cared for: 


My Dear 

No doubt you will think I am a very 
dreadful person. I am going to yield 
to a sudden temptation and write. 

I saw you on the street yesterday. 
A* mutual friend told me your name 
and I found your address in the direc- 
tory. If you think you would care to 
meet me, I will be at Dupee’s drug 
store at 8 o’clock to-night. Look in the 
left-hand window. I hope you do not 
disappoint me. 

Yours (if you want me), 


MISS DANDRO. 











Or, for that matter, the woman 
who would not cut that particular 
merchant from her shopping list. 
in spite of the second apologetic 
and explanatory letter, which, 
bearing the merchant’s name and 
address tells her who is respons- 
ible for the scheme. The impor- 
tance of giving the matter so much 
attention here, is shown by this 
clipping from a Bridgeport paper: 





It seems that the letter was taken 
seriously by some of the men who re- 
ceived it and some of the wives have 
not yet resumed their ordinary peace 
of mind. In fact one prominent busi- 
ness man was so worked up that he 
sent for the police and wanted the 
matter investigated, never thinking it 
was an advertising dodge. 


“The Little Schoolmaster”’ is 
confident that none of his old 








Pe 
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scholars would make a mistake of 
this sort and is anxious that none 
of his new ones shall do so, even 
if the scheme does come with a 
gross or so of the goods and the 
manufacturer, maybe, pays the 
bills. 


One of the Good Ones So Common in 
the Philadelphia Bulletin, 








The Engagement 
Ring 

reflects th man who buys it. 
When he buys at Mitchell’s 
it means he’s paid cash, but 
it also means he has invest- 
ed in the best diamond | 
value in Philadelphia. The 
same ring would have cost 
much more elsewhere. Cash 
Sales and Small Stores ex- 
plain the whole thing, 

A fine white perfect dia- 
mond that weighs about % 
karat and looks larger, for 
$135. 

MITCHELL’S STORES, 
56 N. Eighth, 37 S. Eighth, 


Philadelphia, Pa. 








Doesn’t It Make You Hungry? That’s 
the Intention. From the Kansas City 
Star. 








Peas Picked 
While the Dew 
Is On 


Did you ever wonder why 
the French Peas have a 
delicacy and = flavor not 
found in the Domestic Peas? 
Well, one reason is that the 
better grades are only picked 
in the cool of the evening, 
while the dew is on, and are 
packed the same night, while 
still fresh and green. They 
reach your table and _ taste 
practically the same as if 
they were right from the 
garden. Is it any wonder 
they are so good? O. R. S. 
French Peas are packed to 
our special order, extra sift- 
ed, small and dainty. To- 
morrow 25c. cans will sell 
for 22c.; dozen $2.40. 


EMERY, BIRD, THAYER 
& COMPANY, 
11th St., Grand Ave. 
Kansas City, Mo. 














If Anybody Has Ever Seen Better 
Olive Oil Ads Than Those of Mar- 
tindale’s in the Philadelphia Bulletin, 
I Would Like to Know When and 
Where. 


After The Crisis 
of Typhoid or 


Pneumonia, 
pulmonary affections, and 
especially of diseases of the 
alimentary tract, pure olive 
oil is better than cod liver 
oil to support the starved 
tissues and revive the ex- 
hausted vitality,” says the 
Chicago Daily News. 

Pure olive oil! And 
fresh! That’s Los Angeles, 
the olive oil that won first 
award for purity and whole- 
someness at the Paris and 
St. Louis Expositions in com- 
petition against the world. 

Los Angeles is pure be- 
cause American ingenuity 
has fashioned machines to 
manipulate the olives in the 
entire process of pressing, 
where the human hand is 
used abroad. 

Fresh, because it is the 
most widely known olive oil 
on the market and is most 
often asked for. 

These are facts that are 
all-convincing in favor of 
Los Angeles Olive Oil. Of 
course we sell other olive 
oils but we advise, at all 
times Los Angeles, because 
it is the best. 

25c., 50c. and $1 bottle. 
THOS. MARTINDALE & 

COMPANY, 
Teas, Coffees and Groceries, 
Tenth and Market, 


Philadelphia, Pa. 





J 


A Seasonable and Unusually Good One 
For a Florist. From the Bangor, 
(Me.) Daily Commercial. 








° ’ 
Spring’s 

earliest, happiest, healthiest 
flowers—Jonquils, Tulips, 
Hyacinths, etc.,—are chief of 
all my Flowers nowadays. I 
have a magnificent showing 
of these bloomers—in pots, 
pans and just-cut blooms. I 
have plenty for all orders; 
promise prompt deliveries 
anywhere, 


SEKENGER, 
Conservatories: 32 Newbury 
St. Two Telephones. 
Bangor, Me. 
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It seems necessary to say again 
that space in this department can- 
not be given to criticisms or re- 
productions of unseasonable ads— 
no matter how good they may be. 
That would be an imposition on 
those who look here every week 
for matter of present value. 
Therefore, Christmas, Thanksgiv- 
ing, Washington’s Birthday, Val- 
entine and all other ads which are 
not now in season, will be care- 
fully preserved, like unseasonable 
merchandise, and will get such at- 
tention as they seem to deserve on 
the return of the seasons to which 
they are appropriate. 


Des 





From the Moines (Ia.) Daily 


News. 








Keep Your Feet 
Dry 


You can contract a cold, 
which may go into pneumonia 
quicker by going about your 
work with wet feet. 

A pair of double soled 
shoes with velour calf up- 
pers will do you more good 
than a doctor—these shoes 
are as near water proof as 
leather shoes can be made 
and we guarantee them to 
be the best $3.50 value in 
Towa. 

A few pair of $5 shoes at 
$2.45 in our window. 

W. L. WHITE, 
The Sleepless Shoeman, 
506 Walnut Street, 
Des Moines, Ia. 








A Refreshing Departure From _ the 
Usual “Get Up” of Such Ads. From 
the Seymour (Conn.) Record. 


Bang! 

And the whole plate glass 
front of your store is smash- 
ed. Now if you are so fort- 
unate as to have our Plate 
Glass Policy, you are saved 
not only the expense but the 
trouble of putting up a new 





front. It’s very low in pre- 
mium, too. 
INSURANCE, 
Fire, Fidelity, Life, Cas- 
ualty, Plate Glass. 
The Best Policies We 


Could Find. 
W. F. CRESSY, Agent, 
Trust Company Building, 
Seymour, Conn. 
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A Section From Kaufmann’s Ad in the 
Pittsburg (Pa.) Leader. F 





Get Your Boy 
Ready for Spring 


Buy Him a $5 Topcdat Any 
Time To-morrow 
for $2.45. 

To give the spring busi- 
ness in Boys’ Attire a very 
early start we will bring 
out to-morrow a special pur- 
chase of boys’ fine English 
Covert topcoats in tan and 
Oxford shades, elegantly 
tailored and trimmed, with 
the perfect-fitting qualities 
of the highest priced ones. 
All sizes from 4 to 16 years. 
Enough of them for a brisk 
day’s business. Every one a 
veritable $5 overgarment; 
Friday only $2.45. 


KAUFMANN’S, 
Pittsburg, Pa. 











Here’s a Curiosity—a Spring Opening 

Hat Ad That Says Something About 
Hats and Says It With Some 
Enthusiasm. 


The 





The Initial Presentation of 


The New Stetson 
Hats for Men 


for Spring Service. 

The series includes all the 
new Stetson Spring models. 
We hope you will under- 
stand all that that implies. 

Stetson is alone in this; 
everything that contributes 
to the perfection of his hats 
is the product of his own 
‘factory. He converts the 
fur pelts for the body, the 


raw silk for the band and 
bindings and the crude 
leathers. All the glory be- 


longs to Stetson. 

We think highly of the 
Stetson product, so do thou- 
sands of men. | 

Stetson Spring blocks, in 
the newest light-weight flex- | 
ible conforming Derbies, 
$3.50. 

Stetson Special, 534 and 
5% inch crown, 1%, 1% 
and 2 inch  brims. The 
price is $5. 

JOS. HORNE Co., 
Pittsburg, Pa. 
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A Strong Section from Kaufmann’s| Practically the Whole Story in the 














Big Ad in a Recent Issue of the Headline—But No Price Anywhere. 
Pittsburg (Pa.) Leader. From the Springfield (Mass.) Union, 
Tr a ” 
The Suit for “V-Cut” Shears 
You Will cut the finest chiffon 
without skipping or pushing. 
Bring your dressmaker Dressmakers particularly, 
along and see what she’ll «those who embroider and 
charge just to make you a who cut fine materials, are 
suit like one of these at delighted with these shears 
$14.85. You'll have little and scissors. The cutting 
or nothing left to buy the edge is a new shape and you 
materials—that’s sure. Par- will quickly see the great 
ticularly charming are the improvement, 
new collarless Etons, trim- LAW, the Hardware Man, 
med with braids, moire silk Pe - 2 = 
and tailored straps. They 260 Main St., Next Nelson 
— Re panamas, French Hotel. 
broadcloths and .mixtures— pore 
the skirts cut very full, fall- Rpeteanen Taam 
ing from the hips into the 2 
graceful draped circular ef- A Good One for Any Savings Institu- 
fect, with bias folds at bot- tion, 
tom—plain kilted styles also 
in this group of suits at . 
$14.85. Saving 
KAUFMANN’S, “We are learning, year 
Pittsburg, Pa. after year, that as a rule fi- 


nancial independence cannot 
be secured by most men ex- 
Hew to Start a Bakery Department ae *. —— — The 
- eas a Vorld’s Work. 

u ithout e Bakery. From the Des As a rule, its the man 
Moines (Ia.) Capital. who plans his expenditures 
and systematically saves a 
portion of his income that 























Do You Realize = a competency 
Start a savings account in 
the Value to You “The Old Home.” We pay 
4 per cent interest, com- 
of our Home pounded semi-annually. As- 
. sets, $1,030,200.03. 
Baking Dept? ‘ 
§ P THE HOME BUILDING 
The best cooks in Des ASS’N CO., 
Moines furnish its output. : 
You can order pies, cakes, 26 South Third St., 
fried chicken, salads, ete., Newark, O. 
etc., at any time of day 
and get them fresh. Made From the Lynn, (Mass.) Daily Evening 


within the hour and abso- 





Py F iy 
lutely unequaled as to their pec 
goodness, ' 
We want to emphases Fresh Haddock 4c. lb. 
this stronger. Not one cook i E ‘ oe 
in a hundred—we might say For baking, frying, boiling, 
in a thousand—can make broiling, for chowders, to 
such cakes, such pies, such scallop, cream or cook any 
Parker House rolls, etc., etc. way your fancy may dictate. 
They are exquisite in their Haddock is a universal food 
line. fish, and when sold fresh is 
Come in and try them. healthful, appetizing and in- 
We will refund your money vigorating. 
if you do not say with us We sell them fresh. 
they are ‘the best that can Will you try some to-day? 
possibly be made. WILLIAMS BROS., 
H. S. CHASE & CO., Sellers of Sea Swimmers. 
Essex Bldg., Sixth Ave., 215 Union Street, 
Des Moines, Ia. Lynn, Mass. 
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COPIES PRINTED. 


It is intended to present in 
Printers’ INK a series of chapters 
containing a list of all the publica- 
tions to which Rowell’s American 
Newspaper Directory has ever ac- 
corded or that have ever placed on 
file, with the Directory, any claim 
to have printed issues averaging so 
many as a thousand copies for the 
period of a full year. 

The records are gleaned from 
advance pages of the Directory for 
1906, which will be issued to sub- 
scribers the latter part of May 
next (subscription price $10). 
This first chapter deals with 
Alabama. In the issue for March 
14th the newspapers and periodi- 
cals of Alaska, Arizona and Ar- 
kansas will be dealt with. : 

For a thorough understanding 
of these State reviews of newspa- 
per conditions it should be borne 
in mind that the average edition 
printed is always ascertained by a 
count of the actual number of 


complete copies of each separate 


issue that are sufficiently perfect 
for being served to subscribers or 
sold to readers at news-stands or 
by newsboys or over the counter; 
the total of all such being ascer- 
tained by adding the numbers ex- 
pressing the separate issues, divid- 
ing the total so found by the num- 
ber of separate editions, thereby 
arriving at the average output of 
each separate edition for the 
period of a full year. 

Any one who has not at hand 
a copy of the latest edition of 
Rowell’s American Newspaper Di- 
rectory (1905) can obtain one by 
mail, postage paid, by remitting 
the price ($10) to The Printers’ 
Ink Publishing Company,: No. 10 
Spruce St., New York. 

Any publisher who desires to 
become possessed of a leaf of the 
Directory containing the catalogue 
description of his own paper, may 
obtain the same by sending five 2 
cent stamps to The Printers’ Ink 
Publishing Company, No. 10 
Spruce St., New York. 

Any publisher who desires to 
place on the Directory files a 


statement of the number of cop- 
ies of his paper printed during a 
year preceding the date of his re- 
port—not press revolutions or 
sheets wet down, but copies suffi- 
ciently perfected to be served to 
a subscriber, or sold to one who 
buys it to be read—can obtain a 
blank, specially prepared for the 
purpose, by remitting five 2 cent 
stamps to the publishers of the 
Directory, The Printers’ Ink Pub- 
lishing Company, No. 10 Spruce 
St., New York. 

It is not necessary to use the 
blank. No special form is needed 
to convey the information, but 
when the blank is used there is 
less likelihood of omitting some 
item of importance. 


ALABAMA. 


Albertville, Afarshall Banner: 

or the year 1899 this paper seemed to as- 
sert that it had an average issue exceeding 
1,000 copies weekly, but failed to furnish such 
definite information as would warrant the ac- 
cordance of a rating to that effect. It has 
not since made any renewal of the claim. 
Andalusia, Mews : 

For the year 1goo this paper seemed to as- 
sert that it had an average issue exceeding 
1,000 copies weekly, but failed to furnish such 
definite information as would warrant the ac- 
cordance of a rating to that effect. It has 
not since made any renewal of the claim. 
Publisher’s announcement. — Editor makes 

oath to ‘1,555 weekly circulation—twelve 

pages, no boilerplate used, all home print. 

Official paver of city and county. Popu- 

lation of city, 4.100. 

Anniston, Evening Star, daily; Republic, 
weekly: 

Copies printed: Daily, 1,159 in 1902; in 
1904, 1,969, and is credited with issuing more 
than t,oco daily in 19053. The weekly has 
varied from 1,100 copies in 1896 to 2,216 in 
1903, since which it has made no report, but is 
credited with issuing more than 1,000 copies 
in 1905. 

Anniston, Hot Blast, daily; 7imes, weeklv: 

Copies printed: 1,268 daily in 1895. Was 
credited with issuing more than 1,000 copies 
regularly until 1904, but not thought, in ros, 
to issue somany. For the weekly an indefinite 
claim for exceeding 1,000 copies was received 
for the year 1898 and 1900, but no later claim 
to that effect is recorded. 

Athens, Alabama Courier: 

Copies printed: This paper had credit for 
issuing more than 1,000 copies weekly from 
the year 1898 to 1903, but has not since set 
up any claim for issuing so many. 

Athens, Limestone Democrat: 

Copies printed: 1.400 weekly in 19co and 
1,011 in 1904, but in 1905 was not credited 
with issuing so many as 1,000 copies. 

Attalla, Mirror: 

Copies printed: This paper had credit for 
issuing more than 1,000 copies weekly in the 
years 1902 and 1903, but has not since set up 
any claim to issuing so many. 

Bessemer, Journal: 

Copies printed: For the year 1898 this paper 

seemed to assert that it had an average issue 
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exceeding 1,000 copies, but failed to furnish 
such definite information as would warrant the 
accordance of a rating to that effect. It has 
not since made any renewai of the claim. 
Bessemer, Workman, weekly : 

Copies printed: This paper has on one or 
more occasions indicated a desire to have 
credit for issuing more than a thousand copies 
regularly, but such definite information as 
would warrant such a rating has never been 
forthcoming. 

Birmingham, Age-Hera/d : 

Copies printed: 6,167 copies in 1898 and 
8,425 in 1903. Has not since made any report 
but is credited (probably erroneously) with 
issuing more than 7,500 copies in 1905. The 
weekly issue in 1900 was8 15,046; in 1901, 
15,636 copies, since which no report has been 
made, but it was believed to issue more than 
7,500 copies in 1905. 

Birmingham, Ledger, evenirg : 

Printed average daily issues, increasing 
gradually from 2 848 in 1897 to 22,069 in 1905, 
being a larger circulation than is attained by 
any other paper in the State. This paper is 
entitled to be listed in the Printers’ INK 
Roll of Honor. 

Birmingham, News, evening : 

Copies printed: Daily issues varying from 
10,208 in 1901 to 20,075 in 1905. This paper is 
entitled to be listed in the Printers’ INK 
Roll of Honor. 

Birmingham, Alabama Baptist: 

Copies printed: 8,070 weekly in 1903 and 
500 in 1905. This paper is entitled to be 
isted in the Remsen? Ink Roll of Honor, 
Birmingham, 4 /abama Christian Advocate, 

weekly: 

Copies printed : Credited with from 6,500 in 
1896 to 8,230 in 1903, since which no report 
has been made, but credited (probably erron- 
eously) with issuing in excess of 7,500 copies 
in 1905. 

Birmingham, Courier, weekly : 

Copies printed: This paper had credit for 
an average issue of 1,345 for the year 1898, 
but has not since made claim to issuing so 
many as 1,000 copies. 

Birmingham, Labor Advocate: 

Copies printed: 2,257 weekly in 1898 and 
2,000 in 1goz, since which it has made no re. 
port, but was believed in 1905 to have issued 
regularly more than 1,000 copies. 

Birmingham, Advance, monthly : 

Copies printed: In 1905, 10,047 average 
issue. 

Birmingham, Dire Home, monthly : 

Copies printed: For the year 1go1 this paper 
seemed to assert that it had an average issue 
exceeding 1,000, but failed to furnish such 
definite information as would warrant the ac- 
cordance of a rating to that effect. It has not 
since made any renewal of the claim. 
Birmingham, Educational Exchange, 

monthly : ; 
* Copies printed : 2,040 average issue in 1895, 
with exceeding 1,000 in 1896 and 1898, on 
insufficient evidence. As much has_been 
claimed for it since, but no claim at all has 
been set up for it since 1903. 
Birmingham, Zxdeavorer 

monthly: : 

Copies printed: Had credit for issuing 
more than 1,000 copies regularly in the years 
1903, but has not since set up any claim for 

issuing so many. 
Centerville, Press: . 

Copies printed: For the year 1902 this 
paper seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to 
furnish such definite information as would 
warrant the accordance of a rating to that 
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effect. It has not since made any renewal 
of the claim. 
Clanton, Banner, weekly: 

Copies printed: 1,080 weekly average in 
1902 and 1,316 in 1905. Entitled tobe named 
on the Printers’ Ink Roll of Honor. 
Cullman, L’emocrat, weekly: 

Copies printed: This paper had credit for 
an average issue of 2,325 in 1903, since which 
time it has not furnished a report, but has 
been credited with printing more than 1,000 
copies for the year 1905. 

Cullman, 77zdune, weekly: 

Copies printed: This paper had credit for 
an average issue of 1,388 in 1896 and of 1,943 
in 1903, since which time it has not furnished 
a report, but was credited with printing more 
than 1,000 copies for the year 1905. 

Daphne, Standard, weekly : 

Copies printed: The highest circulation 
rating ever accorded this paper was 1,132 
average issue for the year rgos. It is entitled 
to be named on the Printers’ Ink Roll of 
Honor. 

Decatur, Mews, weekly : 

Copies printed: For the year 1899 this 
paper seemed to assert that it had an average 
Issue é€xceeding 1,000 copies, but failed to 
furnish such definite information as would 
warrant the accordance of a rating to that 
effect, and has not since made any renewal 
of the claim, 

Dothan, Si/tings, evening : 

Copies printed: The weekly edition of 
this paper had credit for an average issue of 
1,907 copies in 1901, and has_had credit for 
issuing more than 1,000 copies weekly ever 
since, although the publisher admits that he 
does not keep sucha record as makes it pos- 
sible tor him to prepare a definite and satis- 
factory report of the number of copies he has 
issued, 

Dothan, //ome Fournal, weekly : 

This paper is credited with issuing more 
than 1,000 copies weekly for the year 1905, 
and the publisher seemed to assert a right to 
a still higher rating, but failed to furnish 
such definite information as would warrant 
a compliance with his demand. 

Elba, Clipper, weekly : 

Copies printed: For the years rgor and 
1903 this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, but 
failed to furnish such definite information as 
would warrant the accordance of a rating to 
that effect. It has not since made any re- 
newal of the claim. 

Enterprise, Enterprise, weekly : 

Copies printed: In the year 1900 this pa- 
per had credit for issuing 1,482 copies. For 
the year 1903 it seemed to assert thst it had 
an average issue exceeding 1,000 copies, but 
has not since made any renewal of the claim. 
Florence, Herald, weekly: 

Copies printed: This paper had credit for 
an average issue of 1,948 in 1902 and of 1,951 
in 1903, since which time it has not furnished 
a satisfactory report, but was credited with 
printing more than 1,000 copies for the year 


1903. 
Florence, Times, weekly : 


Copies printed: 2,036 copies weekly aver- 
age in 1902 and 2,481 in 1905. This paper is 
entitled to a place in the Printers’ Ink Roll 
of Honor. 

Fort Payne, Journal, weekly : 

Copies printed: his paper had credit for 
an average issue of 1,094 for the year 1902, 
but has not since made claim to issuing so 
many as 1,000 copies. 

Gadsden, /imes-News, semi-weekly : 

Copies printed: An average issue of semi- 
weekly of 3,017in 1897 and 3,765 in 1898, 
since which no report has been received, but 
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was thought to issue more than 1,009 in 1902, 
but net so many since, 
Geneva, Reafer, weekly : 

Copies printed: For the year 1902 this pa- 
per seemed to assert that it had an average 
issue exceeding 1,000 eopies, but failed to 
furnish such definite information as would 
warrant the accordance of a rating to that 
effect. It has not since made any renewal 
of the claim, . 
Greenville, Advocate, weekly : 

This paper had credit for an average issue 
of 1,680 in 1896, of 1,600 in 1898, since which 
time it has not furnished a satisfactory re- 

“port, but was credited with printing more 
than 1,000 copies for the year 1905. 
Greenville, Living Truth, weekly: 

_Copies printed: No satisfactory circula- 
tion statement was ever obtained from this 
paper, but from such reports as came to hand 
it has been credited with issuing more than 
1,000 copies weekly every year since 1900, 
Guntersville, Democrat, weekly : 

Copies printed: This paper asserted in 
1900 that its issue had not fallen below 1,056 
copies in five years, but no satisfactory state- 
ment has since been received that would 
warrant giving it credit for issuing so many 
aS 1,000 copies. 

Hamilton, Marion Co. News, weekly : 

Copies printed: For the year 1902 this pa- 
per seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to 
furnish such definite information as would 
warrant the accordance of a rating to that 
effect. It has not since made any renewal of 
the claim. 

Huntsville, Tribune : 

Copies printed: For the year 1900 the 
weekly edition of this paper seemed to assert 
that it had an average issue exceeding 1,000 
copies, but failed to furnish such definite in- 
formation as would warrant the accordance 
of a rating to that effect. It has not since 
made any renewal of the claim. 

Po eematine ha Mercury: 

pong ad pres : The weekly edition of this 
paper had credit for issuing more than 1,000 
copies regularly in the ear 1903, but has not 
since set up any c ..m for issuing so many. 
Huntsville, Journal, weekly: 

Copies printed: This paper has on one or 
more occasions indicated a desire to have 
credit for issuing more than a thousand cop- 
ies regularly, but such definite information 
as would warrant such a rating has never 
been obtained. 

Jasper, Mountain Eagle, weekly : 

Copies. printed: No satisfactory circula- 
tion statement was ever obtained from this 
paper, but from such reports as came to hand 
tor the year 1902 it was credited with issuing 
more than 1,000 regularly for that year, and 
(probably without sufficient reason) the same 
rating has been continued ever since. 
Lafayette, Sum, weekly: 

Copies printed : In 1902, not less than 1,600 
of any issue. Has been credited with more 
than 1,000 ever since, although the publisher 
has admitted that he does not keep such rec- 
ords as would make it possible to prepare a 
satisfactory circulation statement. 

Mobile, He7 add, evening: 

Copies printed: Believed to*exceed 2,250 
daily since 1903. No satisfactory circulation 
statement has come from this or any other 
daily paper issued in Mobile since 1897. 
Mobile, /tem, evening : 

Copies printed: Believed to exceed 2,250 
daily since 1903, but no satisfactory circula- 
tion statement ever came from this office. 
Mobile, Register, every morning, weekly and 


Sunday: . 
Copies printed in 1897 average 4,677 daily, 
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since which time no satisfactory circulation 

report has been obtained; but for 1905 the 

daily and Sunday issues were believed to ex- 
ceed 4,000 copies regularly, and the weekly 

over 2,250. 

Mobile, Alabama Staats-Zeitung, weekly : 

Copies printed: For the year 1903 this pa- 
per seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to 
furnish such definite information as would 
warrant the accordance of a rating to that 
effect. It has not since made any renewal of 
the claim. 

Mobile, Southern Watchman, weekly : 

Copies printed: This paper has on one or 
more occasions indicated a desire to have 

credit for issuing more than 1,000 cop- 
ies regularly, but such definite information 
as would warrant such a rating has never 
been forthcoming. 

Mobile, Unionist, weekly : 

Copies printed: This paper had credit for 
an average issue of 1,653 in 1903, since whic 
time it has not Pai a report, but was 
credited with printing more than 1,000 copies 
for the year 1905. 

Mobile, Medical and Surgical Journal: 

— printed: In 1903, average 2,250 
monthly. For 1904 a higher rating was asked 

for and accorded, but without a satisfactory 
statement to warrant it. In 1905 a rating ex- 
ceeding 2,250 was accorded without receiving 
any report. It is probably higher than facts 
will warrant. 

Montgomery, Advertiser, morning, Sunday 

and weekly : 

Copies printed: 5,700 in 1895, increasing 
annually to 12,769 daily in 1905. Sunday, in- 
creasing from 14,625 in 1902 to 16,998 in 1905. 
Weekly, increasing from 9,631 in 1900 to 17,425 
in 1905. 

._ This is the only paper in Alabama to which 
Rowell’s American Newspaper Directory ac- 
cords the so-called gold marks (© ©), the mean- 
ing of which is set forth as follows : 

(© ©) Advertisers value this paper more for 
the class and quality of its circulation than for 
the mere number of copies printed. [Among 
the old chemists gold was symbolically repre- 
sented by the sign ©.— Wedster’s Dictionary,]| 
Montgomery, 7'7mes, every evening : 

Copies printed: Supposed to be more than 
1,000 copies daily, but no satisfactory circula- 
tion report from this paper has ever been 
obtained. 

Montgomery, Journal, evening : 

Copies printed: Reports indicate a growing 
circulation—7,723 daily in 1903 and 8,677 io 
1905. This paper is entitled to a place on the 
PrinTERS’ INK Roll of Honor 
New Decatur, Advertiser, weekly: 

Copies printed: This paper had credit fot 
an average issue of 1,138 for the year 1903, but 
has not since made claim to issuing so many 
as 1,000 copies. 

Northport, West Alabama Breeze, weekly’ 

Copies printed ; For the year 1903 this paper 
seemed to assert that it had an average issue 
exceeding 1,000, but failed to furnish such 
definite information as would warrant the ac- 
cordance of a rating to that effect. It has not 
since made any renewal of the claim. 

Opelika, News, evening : 

Copies printed : Supposed to be more than 
1,000 daily, but no satisfactory circulation ree 
port from this paper was ever received. 
Opelika, Post, weekly : 

Copies printed: In 1901 said to have ex- 
ceeded 1,500 every issue. A rating of exceeding 
1,000 copies average has been accorded since, 
although no satisfactory statement to sustain 
it has come to hand, nor any claim to be en- 
titled to it since 1903. 











Ozark, Southern Star, weekly: 

Copies printed: No satisfactory circulation 
statement was ever received from this paper, 
but in 1899 it had credit for an average issue 
of more than 1,000 copies, and claimed as 
much in 1903, but failed to furnish satisfactory 
evidence to that effect. 

Russellville, Franklin Times, weekly: 

For the year 1903 this paper seemed to assert 
that it had an average issue exceeding 1,000 
copies, but failed to furnish such definite in- 
formation as would warrant the accordance of 
arating to thateffect. It has not since made 
any renewal of the claim. 

Scottsboro, Progressive Age, weekly: 

Copies printed: The highest circulation 
ratings ever accorded this paper were 2,459 
for the year 1900, and 2,450 for the year 1902, 
and 2,450 for the year 1904. In 1905 it was 
credited, without a satisfactory report, with 
issuing more than 2,250 copies regularly. 
Selma, Journai, evening : 

Copies printed: For the year 1903 this paper 
seemed to assert that it had an average issue 
exceeding 1,000 copies, but failed to furnish 
such definite information as would warrant the 
accordance of a rating to that effect. It has 
not since made any renewal of the claim. 
Talladega, Our Mountain Home, weekly: 

Copies printed: This paper had credit for 
an average issue of 2,109 in 1903, of 2,106 in 
1904, since which time it has not furnished a 
report, but was credited with printing more 
than 1,000 copies for the year 1905. 
Talladega, Reporter, weekly : 

Copies printed: This paper has on more 
than one occasion indicated a desire to have 
credit for issuing more than 1,000 copies 
regularly, but such definite information as 
would warrant such a rating has never been 
forthcoming. 

Troy, Messenger: 

Copies printed: The weekly edition of 
this paper has on more than one occasion in- 
dicated a desire to have credit for issuing 
more than a thousand copies regularly, but 
such definite information as would warrant 
such a rating has never been forthcoming. 

lunnel Springs, Zag/e, semi-monthly : 

Copies printed: For the year 1899 this 
paper seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to fur- 
nish such definite information as would war- 
rant the accordance of a rating to that effect. 
It has not since made any renewal of the 
claim. 

Tuscaloosa, 7%mes-Gazette, evening : 

Copies printed: For the year 1902 this 
paper seemed to assert that it had an average 
issue exceeding 1,000 copies daily, but failed 
to furnish such definite information as would 
warrant the accordance of a rating to that 
effect. It has not since made any renewal of 
the claim. 

Tuskegee, Mews, weekly : 

Copies printed: This paper had credit for 
average issues of 1,152 copies in 1902. as 
credited with more than 1,000 on an unsatis- 
factory statement in 1904, but made no claim 
to issue so many in 1905. 

Tuskegee, Student, weekly : 

Copies printed: Rated as issuing more 
than 1,000 copies regularly, although no 
really satisfactory statement to sustain the 
claim appears to be on file. 

Waenata, Herald, weekly: 

Copies printed: This paper had credit for 
an average issue of 1,273 in 1901, of 1,501 in 
1902, since which time it has not furnished a 
report, but was credited with printing more 
than 1,000 copies for the year 1905. 


It is not supposed that any Ala- 
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bama paper not named in the list 
printed above, make any claim, or 
has made any claim, during the 
past ten or twelve years to issuing 
regularly as many as 1,000 copies. 


AN ALABAMA PUBLISHER’S 
ANNOUNCEMENT. 
Andalusia, News. 


Publisher’s announcement.— Editor makes 
oath to 1,555 weekly circulation—twelve 
pages, no boilerplate used, cll home print. 

cial paper of city and county. opu- 
lation of city, 4,100. 


When it was decided to publish in 
PRINTERS’ INK a resumé of the circu- 
lation ratings accorded to all the 
papers that have at anytime, within 
ten ora dozen years, ever claimed to 
print more than a thousand copies re- 
gularly, a circular was sent to all 
papers published in the four States and 
territories that would be first dealt 
with, telling what was going to be 
done and giving permission to every 
newspaper to insert a displayed adver- 
tisement or a ‘‘Publisher’s Announce- 
ment” —at a specified price—wherein 
any statement might be made that the 
newspaper man should think desirable 
to have read by an advertiser at the 
time he should be examining these re- 
views of Directory circulations. The 
‘‘Publisher’s Announcement” printed 
above caine in response to the circular 
referred to and was the only one re- 
ceived from the State of Alabama. It 
is from a paper that is not credited, in 
the Directory, with issuing so many as 
1,000 copies regularly. It will be 
noticed that the statement for which 
the publisher pays $2.50 to secure its 
insertion here, claims a weekly ‘‘circu- 
lation’’ of more than 1,000, but fails 
to define what is meant by ‘‘circula- 
tion.” The Directory ratings deal 
only with the average number of copies 
printed for the period of a full year. 
This ‘‘Announcement”’ may be true, 
even although the paper printed no 
more than 310 copies—on the ground 
that each paper is looked at by an av- 
erage of five persons, consequently the 
circulation is five times as great as the 
number of copies printed. The case 
illustrates the difficult position in 
which the Directory editor stands. He 
is given to doubting statements made 
in words the exact meaning of which 
may be equivocal; yet experience shows 
that with all his conservatism he is 
more likely to credit a paper with 
printing more rather than fewer copies 
than a frank and truthful statement 
would warrant. 
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Mr. MEDILL McCormick. 


It is a notable circumstance going to show that ‘the world do move,” 
McCormick’s management the great Chicago TRIBUNE has furnished Row te Cet eater Me. 
paper Directory a complete and satisfactory statement showing the number of copies of the 
TRIBUNE issued for an entire year—the first circulation statement ever issued from that office 
The Chicago TRIBUNE has for many years been accorded the so-called Gold Marks (© ©)—symbols of 
excellence—now 1t has its circulation stated in Arabic figures; and to make the record complete 
the TRIBUNE became the thirty-ninth member of the brilliant combination of newspapers known 
and celebrated asthe Star Galaxy, an association which no newspaper man would think of 
joining were he not justly confident that the circulation statement issued by him wil] stand out 
rightand clear under the most searching investigation. 
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THE STAR GALAXY. 





THE -TWO LATEST ADDITIONS. 





The publishers of the Decatur, 
Ill., Herald, and the Chicago Trib- 
une have sought and _ obtained 
the Guarantee Star in Rowell’s 
American Newspaper Directory 
for 1906, now in its_ thirty- 
eighth annual revision. The 
certificates were issued on Feb- 
ruary 19 and 26, 1906, and photo- 
graphic reproductions are shown 
on the following pages. The 
final revision of the  Direc- 
tory for 1906, thirty-eighth year 
of consecutive publication, is now 
under way. Applications for the 
Guarantee Star may be forwarded 
by publishers who are interested 
in the subject—who believe they 
are eligible to the highest distinc- 
tion which the editor of Rowell’s 
Directory can bestow—and who 
dare use the Guarantee Star. 


UA 
Ona t 
TEED 


The extent and full mean- 
ing of the Star Guarantee 
is set forth in Rowell’s 
American Newspaper Di- 
rectory in the catalogue 
description of each publica- 
tion possessing it. No pub- 
lisher who has any doubt 
that the absolute accuracy 
of his circulation statement 
would stand out bright and 
clear, after the most search- 
ing investigation, would 
ever for a moment con- 
sider the thought of secur- 
ing and using the Guar- 
antee Star, 


THE STAR GALAXY TO DATE, 


ILLINOIS. 
ROAM Ss eeicccidcssic viwawies Daily News. 
Chicago .............. Tribune. 
RUM s 5520155 sisieiaee's is Sie Record-Herald. 
RPC ORUE cis siask a eicies sas 03 Daily Review. 
Decatur........ ...... Herald. 
MOMUEL cyisnennus ssa ent Star, 

INDIANA 
Crawiotdeville .iccicc ccc Journal. 
MINNESOTA. 

- Minneapolis ........ Journal. 

Minneapolis. . .. Tribune. 


Minneapolis. »..... ‘;Farm, Stock and Home, 


Minneapolis........ Svenska Amerikanska 
osten. 
es Pas akan ccenne Pioneer Press. 
PENNSYLVANIA. 
Philadelphia........ seeeeee» Bulletin. 
Philadelphia....... <oemineale Press. 
Philadelphia ........ steeuas Farm Journal. 
PI sisetiiecce acsaee Post. 
West Chester........... . Local News. 
NEW YORK. 
IG aeiaiceste.cignicecesies Evening News. 
Mount Vernon........... Argus 
TYOYscccccceccccsvcccsves Record. 
CALIFORNIA. 
OMIA visicis visser caecsess Herald. 
COLORADO. 
BOCIG OR aig 865 o5:0. 08.09 <icivieiss eneawie «. . Post. 
DISTRICT OF COLUMBIA. 
Washington..... Auaneiaie Lois Evening Star. 


Des Moines. 
Sioux City.... 


.. Successful Farming. 
- Tribune, 





“MARYLAND. 
IIS cicsinsicas, cs ctavaan coccce NOWS 
MASSACHUSETTS 
OMI akin nina xcanawsdsice owes Globe, 
BPOCRIOD iccnccsscccecscscceve Enterprise, 
MISSOURI 
RGNSAG CNY ciicicvcccccsae orem 
NEBRASKA, 
TANGO: 6 da cece Meesusnee Daily Star. 
Lincoln...... eeeeee,.State Journal and 


Evening News. 
NEW JERSEY. 


PRGE AMES Sie scacaaerawnssccccee’ Register. 
OHIO. 
PUT ON 5 o45 he Aesaeasatevals Beacon Journal, 
OREGON 
Pi diac vodaner.ds ness Journal 
SOUTH CAROLINA, 
COMMADIAs ccancaaticcevinwsasencse State. 
TENNESSEE, 
Knoxvillés. cess ss Journal and Tribune. 
VIRGINIA, 
FUICHMONG iii cssics wader Times-Dispatch, 
WISCONSIN, 
Milwaukee.... . Journal. 
Racine..........Wisconsin Agriculturist. 
CANADA. 
Montt@al. oo. cs:5o0sisie-00% Star. 
MOCO: 5c ceecicasiosion Mail and Empire. 


The guaranty star attached to a 
publication in Rowell’s American 
Newspaper Directory is the most 
conspicuous distinction which the 
Directory editor gives to a paper, 
and the star constitutes, for a pub- 
lication possessing it, a continual 
advertisement of the highest dis- 
tinction, costing nothing after the 
initial payment, so long as the Di- 
rectory continues to be published. 
Conditions and terms relative to 
the guaranty star may be learned 
by addressing this office. Such 
inquiries will receive prompt at- 
tention if from a publisher of a 
paper considered eligible for ad- 
mission to the star galaxy. 





first 


f 
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tory statement from the publisher of a paper. of the actual issues fora full year, is nteed by fae pe et Ti dea AN rl al ap Pact onl ry Phen nih aE gee 
person who su lly assails the accu: of the said rating. The guarantee & 
ent of one hundred dollars to the 


Directory publishers. under a forfeiture of one hundred dollars, able to the 
us made, and the forfeiture offered by the Directory, is secured by the. publisher of th 





blishers of the Direct r by 
authenticated and the Directory to be oy aid fe rot eee qnosit. The guarantee is perpetual so long as the in detail duiy- 





The money paid is not returnable to the publisher at any time or under. any circumstances. 
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New York city. Ph lp. look 
INECEIVED of the Publisher wherald Prcailn,pbbnei. 


One Slundred Dollars 


for guarantee of circulation rating in Rowell’s American News irectory. 





Tue Ppinters’ I1fk Puplisninc: Company, 





$ 100.00 M anager, 














Publiserst Rowell’s Anéffiti Newspaper Directory. 
CONDITIONS. 

The absolute of a circulation rating in Arabic figures in Rowell’s American Newspaper Directory, or to be inserted in the next issue of the book, based upon a satisfac- 
tory from the lisher of a paper. of the: actual cory a full year, is nteed by fhe Directory publishers. under a forfeiture of one hundred ‘dollars, able to the 
first person who successfully assails the accuracy of the said rating. The guarantee thus made. and the forfeiture offered by the Directory, is secured by the publisher the paper by 
the payment of one bundred dollars to the publishers of the Directory asa permanent deposit. The tee is perpetual so long as the pap in de duly 
sutbenticated and the Directory to be published. The money paid is not returnabie to the ligher at any time or under any circumstances. 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 











IRECEIVED of the Publisher of 














$ 100.00 ; a JYAATSf Manager. 


Publishers of R l’s American Ne br Directory. 
ublishers of igi 'y 
.~ 











CONDITIONS. 

The ofa 1 rating in Arabic figures in Rowell’s American Newspaper Directory, or to be inserted in the next issue of the book, based upon a satisfac- 
tory statement srom Che pastiche: of a paper. of the actual issues fora full year, is mteed by the Directory publishers. under a forfeiture of one hundred goulars. payatie to the 
first person who su: lly asealls the accu: of the said rating. The guarantee thus made, and the forfeiture offered by the Directory, is secured by the. publisher o: e paper by 
the ent of one hundred dollarsto the publishers of the Directory asa permanent deposit. The rantee is perpetual so long as the pap b: tn detail duly 
authenticated and the Directory to be The money paid is not returnabie to the publisher at any time or under any circumstances. 
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“Forty Years an Advertising Agent,” 
by George Presbury . Rowell. Issued 
from the press, Tuesday, January 16, 
1906. 8vo. Cloth and gold. 517 pages. 
Thoroughly indexed. 

7 


* * 


They are told in a pleasant, off-hand 
style, with more than a trace of humor, 
shrewdness and kindliness in them.— 
Chicago, Ill., News, February 6, 1906. 

The book follows the history of ad- 
vertising from the days when it was 
in its infancy until now, when men are 
trained for this work as for any other 
profession.—Live Oak, Fla., Advocate, 
February 6, 1906. 


Taken altogether, here is a book that 
breathes the spirit of business briskness, 
of enterprise, and the grasping of op- 
portunity.—Alton, Ill., Democrat, Feb- 
ruary 1, 1906. 

The general public might infer from 
the title that the reading matter is dry 
and uninteresting, but it is decidedly 
the reverse.—Providence, R. I., Tele- 
gram, February 11, 1906. 

It is full of good anecdotes and holds 
the interest from cover to cover. It 
is a volume that well illustrates Bacon’s 
theory that reading maketh a full man. 


—-Baraboo, Wis., Evening News, Feb- 
ruary 14, *1906. 
To write a comprehensive and a 


truthful review of the American adver- 
tising field without malice and without 
offense; to be able from _ personal 
reminiscence to bridge the chasms of 
failures and the heights of success in 
a field of human endeavor no less than 
first of modern enterprises; to deal 
wholly with facts yet to write a book 
absorbing as fiction, were indeed a 
triumph—and George Presbury Rowell, 
he of the great advertising agency 
bearing his name. founder also of “the 
first periodical ever established for the 
serious discussion of advertising as a 
business force,” has accomplished that 
same. Rowell was the Fulton of adver- 
tising and the Greeley of advertising 
literature; for he was an inventor of 
new forces in the business world and’ 
a radical of radicals in’ forms of pub- 
licity. More than that, with all his 
originality he succeeded. to the end, and 
left a clean-blazed trail for other men 
to follow to lofty attainments by the 
advertising route. And now, in the 
evening of life, that such.a man should 
sit quietly down to recount, sympathet- 
ically, «competently and instructively, 
the story of “Forty Years an Adver- 
tising Agent” were assuredly occasion 
for general interest by all who are in- 
terested in “‘newspaper publicity; and 
who in these piping days of commercial 
dominance is not!—Troy, N. Y., Times, 
February 17, 1906. 

As reminiscences of newspaper life 
and growth these articles are full of 
entertainment and __ instruction.—San 
Antonio, Tex., Express, February 18, 
1906, 








PRINTERS’ INK. 


It is an entertaining book which any 
Person, not in any way connected with 
newspapers other than as a reader of 
them at the breakfast table or on the 
street cars, can take up with a certain- 
ty of finding something of interest at 
whatever page the volume opens at and 
which he will not be in a hurry to lay 


down.—Cleveland, Ohio, Plain Dealer, 
February 18, 1906. 
The’ reflections and suggestions 


evoked by this review and memoir may 
prove as profitable as they are entertain- 
ing.—Detroit, Mich., Free Press. 

If you read the book you will find 
that it is deserving of a mention to 
your friends.—Jackson, Mich., Patriot, 
February 18, 1906. 

It is not, as its name would imply, 
a dry, statistical publication, but a 
clever and interesting history.—Pater- 
son, N. J., Call, February 17, 1906. 

Any publisher or person interested in 
advertising can get more real value out 
of any one of these fifty-four chapters 
than he could out of a forum lecture 
that cost twenty times as much. Mr. 
Rowell writes most entertainingly, and 
he tells things that interest people— 
things they like to know, in a style 
that marks him as a literary genius. He 
was always original in his business 
methods and is quite so in his writings. 
—Rome, N. Y., Sentinel, February 14, 
1906, 

The name of Rowell and advertising 
are synonymous in America, and _ par- 
ticularly the Eastern States.—Portland, 
Ore., Sunday Oregonian. February 18, 
1906, 

May well be called a unique book. 
No other volume of recollections con- 
tains any comparable number of candid 
allusions to persons still alive.— 
Gloucester, Mass., Times, February 12, 
1906. 


The story is a good “human docu- 
ment” in itself. Its simple, easy style 
reminds one of General Grant’s 
Memoirs. It is American to the core.— 
Des Moines, Iowa, News, February 18, 
1906. 

It is a great history of a most inter- 
esting department of modern enterprise, 
told by a man who has held a com- 
manding position, and it is written in 
a way to hold the fascinated interest— 
in a way that the uninitiated would con- 


sider an impossibility.—Cincinnati, 
Ohio, Herald and Presbyter, February 
14, 1906. 


Mr. George P. Rowell is the dean of 
advertising agents, and his work has 
left an indelible impress upon the great 


business of  publicity—New York 

Scientific American, February 24, 1906. 
* * 

Price, $2. Can be ordered of book- 


sellers or news agents, or will be sent 
by mail, postage paid, on receipt of 
price. Address with check or postal 
order: Printers’ Ink Publishing Com- 
pany, 10 Spruce street, New York City. 











